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Tropical  Storm  Allison 


From  Houston  to  Philadelphia, 
AccuWeather  stations  predicted 
TW>pical  Storm  Allison  earlier  and  more 
accurately  than  other  sources. 


Forecast  of  5  AM  CDT  I\iesdav.  June  5th 


AccuWeather: 


Government  Sources: 


“Tropical  storm  force  winds  over  the  Gulf  and  the  potential  for 
6  inches  of  rain  or  more  in  Houston...  ” 

“Tropical  storm  formation  is  not  expected  through  Wednesday 
[ tommorowj.  ” 


What  happened 

The  government  finally  named  Tropical  Storm  Allison  at  2  PM,  June  5  th.  It  brought  over  6  inches  of  rain  and 
caused  $4.8  billion  in  property  damage  in  the  Houston  area,  and  cost  at  least  41  lives  nationwide. 
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CROIIKIilNGOIIIIECTICUT 

Newspapers  that  are  beefing 
up  high-school  sports  coverage 
in  search  of  new,  younger 
readers  have  the  right  idea  [“The 
changing  face  of  sports,”  June  11,  p.  10]. 
But  how  come  sports  editors  are  the  only 
ones  who  seem  to  realize  that  our  readers 
are  getting  old  and  dying  off  while  we 
ignore  generation  after  generation  of 
potential  newspaper  buyers? 

As  an  adviser  for  the  past  eight  years 
to  a  teen  journalism  group  called  The  Tat¬ 
too,  whose  work  is  published  in  The  Bris¬ 
tol  [Conn.]  Press  and  online  (http:// 
www.readthetattoo.com),  I  have  seen 
firsthand  that  young  people  will  pay 
attention  to  the  newspaper  if  it  pays 
attention  to  them.  We’ve  tackled 
everything  from  teen  suicide  to  beauty 
pageants  with  a  perspective  that 
resonates  with  our  teen  writers’  peers. 

The  writers  for  The  Tattoo  do  so  well 
that  for  the  last  four  years  running  they’ve 
taken  home  prizes  from  the  Connecticut 
Society  of  Professional  Journalists. 

Recently,  we  got  a  solid  glimpse  of  how 
out  of  touch  papers  generally  are  with 
their  future  readers.  When  ESPN’s  X 
Trials  came  to  town,  bringing  the  best 
skateboarders,  stunt  bikers,  and  inline 
skaters  in  the  world  to  Connecticut,  the 
state’s  media  took  almost  no  notice.  The 
Hartford  Courant,  which  is  right  next  door 
and  has  a  bureau  in  Bristol,  wrote  next  to 
nothing  about  an  event  that  had  teens 
buzzing  for  months  ahead  of  time.  Most 
of  the  state’s  other  papers  and  The 
Associated  Press  wrote  nothing  at  all.  At 
the  weekend  competition,  where  more 
than  30,000  people  turned  out  to  watch. 


I  about  the  only  media  present  were  The 
I  Tattoo’s  writers.  While  The  Tattoo 
alone  wrote  at  least  30  stories  about  the 
extreme  athletes  and  the  scene  at  the 
i  competition  —  and  The  Bristol  Press 
added  two  dozen  more  —  the  state’s 
I  other  papers  instead  found  endless 
!  pages  to  devote  to  an  upcoming  golf 
tournament.  They  could  barely  take 
i  notice  of  an  increasingly  popular  sporting 
j  event  that  has  captured  young  people’s 
!  attention  across  the  nation. 

If  the  newspaper  industry  as  a  whole 
j  writes  off  young  people,  rest  assured  they 
I  will  notice.  And  newspapers  will  grow 
'  ever  grayer  until  their  last  reader  croaks. 

STEVE  COLLINS 
^  West  Hartford,  Conn. 

!  Correction 

In  a  story  about  the  war  between  the 
\  New  York  Daily  News  and  New  York 
I  Post  (“Gains  and  Aussies,”  June  25, 
j  p.  18),  E&P  incorrectly  referred  toXana 
I  Antunes,  former  editor  of  the  Post,  as 
'  “the first  female  to  ever  run  the  paper.” 

:  In  fact,  Jane  Amsterdam  was  the  Post’s 
I  top  editor  for  a  time  when  Peter  Kalikow 
\  owned  the  paper. 


'  ‘Editor  &  Publisher’ 
Summer  Schedule 

Editor  ef  Publisher  will  appear 
j  weekly  throughout  the  summer, 

1  except  for  July  9  and  Aug.  20. 

I  Before,  during,  and  after  these 
two  weeks,  E&Fs  main  editorial 
and  business  offices  will  remain 
open  at  770  Broadway,  Seventh  Floor, 
New  York,  N.Y. 


- 50  YEARS  AGO  - 

NEWSPAPERDOM®  from  editor  &  PUBLISHER 


JULY  7,  1951; 

William  N.  Oatis,  Indiana-bom 
correspondent  of  The  Associated 
Press  in  Prague,  Czechoslovakia, 
was  sentenced  to  10  years' 
imprisonment  for  “espionage,"  to 


be  followed  by  expulsion  from  the  past  month  reduced  property 


country  behind  the  Iron  Curtain. 

Insurance  companies  in  five 
states  and  the  District  of 
Columbia  have  within  the 


damage  premiums  on  newspaper 
circulation  vehicles,  according  to 
Robert  A.  Cooke,  manager  of  the 
American  Newspaper  Publishers 
Association’s  Traffic  Department. 
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Express-News  Publisher  Larry 
Walker,  whose  paper  now  prints 
its  crosstown  critic,  the  Current. 


Americans  are 
less  supportive 
of  First  Amendment 
rights  than  they  were 
a  year  ago,  according 
to  an  annual  poll  re¬ 
leased  by  the  First 
Amendment  Center. 

The  survey  stated 
that  almost  four  in  10 
respondents  (39%) 
believed  the  First 
Amendment  goes  too 
far  in  guaranteeing 
rights,  compared  with 
slightly  more  than  two 
in  10  (22%)  last  year. 

The  annual  “State 
of  the  First  Amend¬ 
ment”  survey  also 
asked  how  important 
it  is  for  the  media  to 
hold  the  government 
in  check,  with  82% 
saying  it  was  “very” 
or  “somewhat”  im¬ 
portant,  while  71% 
said  it  was  “very”  or 
“somewhat”  impor¬ 
tant  for  the  govern¬ 
ment  to  hold  the 
media  in  check. 

Roughly  four  in  10 
people  (41%)  said  the 
media  have  too  much 
freedom,  compared 
with  36%  who  said 
there’s  too  much  gov¬ 
ernment  censorship. 
The  survey  was 


News  Publisher  and  CEO  W.  Lawrence  Walker  Jr., 
who  since  September  has  contracted  to  print  the  Cur¬ 
rent  and  three  other  weeklies  in  an  effort  to  increase 
revenue.  “When  the  economy  turns,  you  start  looking 
for  ways  to  help  yourself,  and  this  was  a  good  way.” 

The  deal  also  saved  money  for  the  Current,  which 
previously  had  been  forced  to  ship  copies  nearly  300 
miles  from  a  printer  in  the  Dallas-Fort  Worth  area. 

“We  have  been  a  critic  of  them  editorially,  but 
somebody  had  to  print  my  paper,”  said  Current  Pub¬ 
lisher  Simon  Mulverhill.  “I  think  we’ve  actually  taken 
some  of  our  best  shots  at  them  since  they  started 
printing  us.” 

The  Express-News,  which  claims  about  $800,000 
in  annual  revenue  from  all  of  its  contract 
I  printing,  is  one  of  several  dailies  that  have 
turned  their  printing  presses  into  outside 
moneymakers  to  raise  new  revenue  despite 
the  poor  advertising  market. 

While  contract  printing  by  newspa- 
STb  pers  is  not  a  new  concept,  recent  eco- 
rr  nomic  troubles  have  forced  more  of 
them,  such  as  the  Fort  Worth 
(Texas)  Star-Telegram  and  The 
Pueblo  (Colo.)  Chieftain,  to  expand 
their  printing  operations  —  just  one 
of  several  strategies  publishers  are 
implementing  in  search  of  new  rev¬ 
enue  sources. 

“It  was  a  good  business  decision,” 
said  Wesley  R.  Turner,  publisher  of 


Publishers  wield  the  power  of  their 
presses  to  help  offset  the  sharp 
decline  in  advertising  revenue 


BY  JOE  STRUPP 

A  San  Antonio  Current  story  this  spring 
criticizing  the  San  Antonio  Express-News  for 
going  to  a  cheaper,  50-inch  web  width  wasn’t 
surprising.  After  all,  the  alternative  weekly  has  been 
taking  swipes  at  the  daily  Express-News  for  years. 

But  what  might  surprise  some  about  the  Current's 
March  22  issue  was  the  identity  of  its  printer  —  none 
other  than  the  very  same  Express-News,  whose  prac¬ 
tices  were  being  crit¬ 
icized  inside  the  very 
paper  that  was 
rolling  off  its  presses. 

“It’s  not  that  un¬ 
usual,”  said  Express- 


Antonio  ixptess-jSfews 


A  new  product 

IfinfflUie 

infonnation 

brewery 


j  the  Star-Telegram,  which  prints  local 


copies  of  a  national  business  daily 
and  recently  leased  about  1,000 
square  feet  of  office  space  to  it.  “It’s  a 
nice,  new  revenue  stream.” 

Chieftain  General  Manager  Marvin 
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E  &  P  NEWS 


Laut  has  been  printing  half  a  dozen  weekly  and  : 
monthly  newspapers  for  months,  and  recently  started 
a  retail  operation  that  prints  business  cards,  invita¬ 
tions,  and  stationery.  “We  spent  about  $125,000  on 
equipment  to  get  it  going,  and  it  is  bringing  in  about 
$1  million  in  annual  revenue,”  he  told  E^P.  “That  is 
something  we  can  continue.” 

But  outside  printing  is  not  the  only  new  revenue 
idea  publishers  have  been  developing  in  recent 
months  to  offset  the  financial  crunch.  From  rework-  i 
ing  classified-ad  space  to  creating  new  publications, 
newspaper  executives  are  leaving  no  moneymaking 
possibilities  unexplored. 

“We  are  trying  to  capitalize  on  anything  we  can,” 
said  Michael  Jameson,  publisher  of  the  La  Crosse 
(Wis.)  Tribune,  which  has  sold  reprints  of  its  report¬ 
ing  on  major  events,  such  as  last  year’s  presidential 
election  and  this  spring’s  Mississippi  River  flooding. 
“We  are  taking  advantage  of  any  opportunity.” 

The  Tribune,  owmed  by  Davenport,  Iowa-based  Lee 
Enterprises  Inc.,  is  one  of  several  Lee  newspapers  us¬ 
ing  a  special  ad-sales  support  team  dispatched  by  the 
chain  to  help  muster  new  business.  Jameson  said  the 
support  crews  have  been  visiting  most  of  Lee’s  23  dai¬ 
ly  newspapers  for  two  weeks  at  a  time  to  assist  on  sales 
calls,  motivate  sellers,  and  critique  their  work.  “They 


do  some  rallying  with  staff,  have  contests  and  prizes, 
and  accompany  them  on  calls,”  he  said.  “It  is  a  very 
intense  focus  that  has  worked  well.” 

While  Lee  is  building  up  its  sales  staff,  other  news¬ 
papers,  such  as  the  Portland  Press-Herald  and  Maine 
Sunday  Telegram,  are  tinkering  with  the  ads  them¬ 
selves  to  bring  in  more  money.  Publisher  and  CEO 
Charles  C.  Cochrane  Jr.  recently  e.xpanded  the  an¬ 
nouncement  page  in  the  Sunday  Telegram  to  allow 
paid  ads  for  more  events. 

In  the  past,  only  obituaries,  engagements,  wed¬ 
dings,  and  25th-  and  50th-anniversaries  of  marriage 
were  listed  in  the  paper,  all  for  free.  Under  the  new 
program,  readers  are  able  to  pay  for  announcements 
of  almost  any  event,  such  as  baptisms,  bar  mitzvahs, 
birthdays,  and  domestic-partner  ceremonies.  “As  far 
as  I’m  concerned,  someone  could  pay  for  an  ad  an¬ 
nouncing  they  are  happy  about  a  divorce,”  Cochrane 
quipped.  “We  believe  it  will  increase  revenue  by  sever¬ 
al  hundred  thousand  dollars  a  year.” 

At  The  Tampa  (Fla.)  Tribune,  Publisher  and  Presi¬ 
dent  Reid  Ashe  recently  sought  more  revenue  by  in¬ 
creasing  the  point  size  of  classified-ad  type  by  20%, 
requiring  more  lines  for  each  ad  and  resulting  in  high¬ 
er  rates.  Ashe  told  E^P,  “We  think  this  is  a  six-  or  sev- 
en-figure-per-year  revenue  increase.”  11 


Supremes  back  free-lancers 


BY  TODD  SHIELDS 

WASHINGTON 

Both  sides  in  a 
bitter  eight-year 
copyright  battle 
foresee  more  litigation 
following  a  landmark 
U.S.  Supreme  Court 
ruling  that  publishers 
need  permission  before 
using  free-lancers’ 
articles  in  electronic 
databases. 

The  high  court,  in  a 
7-2  ruling  June  25,  said 
publishers  violated 
copyright  law  by  posting 
free-lance  articles  in 
electronic  archives  and 
by  selling  articles  to 
database  companies.  It 
sent  the  case  back  to 
lower  courts  to  decide 
penalties. 

The  New  York  Times 
Co.,  a  media  defendant 
in  the  case,  quickly  be¬ 
gan  pulling  free-lance 


articles  from 
its  Web-ac- 
cessible 
archives.  It 
said  the  risk 
of  expensive 
penalties  for 
copyright  in¬ 
fringement 
was  “too 
great.”  Gan¬ 
nett  Co.  Inc., 
Knight  Rid- 
der,  and  the 
Tribune  Co., 
all  said  they 


ing  electronic  archives. 

The  Times  Co.  said  it 
would  ask  Congress  to 
;  rewrite  copyright  law  to 
j  reverse  the  effect  of  New 
:  York  Times  Co.  Inc.  et 
!  al.  V.  Tasini  et  id.  The 
New  York  Times’  pub¬ 
lisher,  Arthur  O.  Sulz¬ 
berger  Jr.,  said  the  paper 
was  beginning  the  “diffi- 


middle:  Jonathan  Tasini  discusses  case, 
cult  and  sad  process”  of  said  thi 

deleting  115,000  free-  not  aflfi 

lance  articles  written  lancers 

between  1980  and  1995.  mid-19 

The  articles,  mainly  in  monly 

the  travel  section.  Sun-  grantir 

day  magazine,  and  book  archivi 

review  section  account  no  imp 

for  about  8%  of  Times  day,”  s< 

articles  for  the  period.  chief  ol 

Sulzberger  said  losers  in-  day  in 


elude  histori¬ 
ans,  the  public, 
and  free¬ 
lancers  them¬ 
selves,  who 
benefit  from 
the  platform 
provided  by  the 
Times.  The 
paper  asked 
writers  who 
wish  their  work 
to  remain  in  its 
archives  to 
contact  it. 
Executives  at 
;s  case,  several  papers 
said  the  decision  would 
not  affect  use  of  free¬ 
lancers,  who  since  the 
mid-1990s  have  com¬ 
monly  signed  contracts 
granting  electronic 
archiving  rights.  “It  has 
no  impact  on  us  day  to 
day,”  said  Robert  Keane, 
chief  of  staff  for  News- 
day  in  Melville,  N.Y.,  the 


based  on  telephone 
interviews  with 
1,012  aduKs. 

-  JOE  STRUPP 


Tim  Crews,  the 
rural  Northern 
California  newspaper¬ 
man  jailed  last  year 
for  refusing  to  reveal 
a  source,  is  again 
fighting  a  subpoena 
for  his  work,  this  time 
in  a  civil  case. 

Crews,  editor  and 
publisher  of  the  semi¬ 
weekly  Sacramento 
Valley  Mirror  in 
Artois,  is  being  sub¬ 
poenaed  by  Colusa 
County  in  its  defense 
of  a  lawsuit.  The  suit 
charges  the  county 
,with  iilegal  dumping 
of  hazardous  materi¬ 
als.  The  county  wants 
all  of  the  newspaper’s 
articles  on  the  law¬ 
suit's  subjects,  some¬ 
thing  Crews  says  he 
and  his  small  staff  do 
not  have  the  time  to 
produce. 

Crews  told  £&P  the 
subpoena  is  in  retali¬ 
ation  for  his  paper’s 
reporting  about  a  Co¬ 
lusa  County  official. 
He  said  he  believes 
he  is  protected  by 
California’s  shield  law 
and  precedents  es¬ 
tablished  in  the  U.S. 
Supreme  Court. 

“In  any  event.  I’m 
not  going  to  tell  [the 
suit’s  defendants] 
anything,”  he  said. 

-  JOEL  OAVIS 

BOWATER  IDLES 
TENN.  MACHINE 

Citing  low  de¬ 
mand,  Bowater 
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said  it  will  idle  one  of 
five  machines  and  lay 
off  29  workers  for  at 
least  two  months  at 
its  newsprint  mill  in 
Calhoun,  Tenn. 

Separately,  Montre¬ 
al-based  Alliance 
Forest  Products 
shareholders  last 
week  approved 
Bowater’s  $1.2-bil- 
lion  (Canadian)  ac¬ 
quisition  of  their 
company  —  an 
arrangement  that 
awaits  antitrust  re¬ 
view  in  the  United 
States  and  approval 
by  the  Superior  Court 
of  Quebec. 

-  JIM  ROSENBERG 

‘eiADE'SETS 
UNION  VOTE 

By  agreeing  that 
two  employees 
were  not  managers, 
the  new  owner  of  The 
Washington  Blade 
last  week  cleared  the' 
way  for  a  July  20 
union-representation 
vote  at  the  gay- 
oriented  weekly. 

For  its  part, 
Washington-Balti- 
more  Newspaper 
Guild  Local  32035 
withdrew  its  unfair- 
labor-practice  com¬ 
plaint  alleging  that 
William  Wayboum, 
co-founder  of  the 
paper's  parent. 
Window  Media  LLC, 
had  threatened  to  fire 
the  two  employees. 

“We’re  happy  the 
date  is  set  because 
we  know  it  gives 
adequate  time  for 
staffers  to  examine 
all  sides  of  the  story 
on  how  unionization 
will  affect  our  paper's 
environment,”  said 
Chris  Crain,  the  other 
r~i  l; 


other  newspaper  defen¬ 
dant  in  Tasini.  Likewise, 
Milwaukee  Journal  Sen¬ 
tinel  Editor  Martin 
Kaiser  said  it  would  con-  ; 
tinue  to  use  free-lancers  1 
in  coverage  of  high- 
school  sports,  the  arts, 
and  some  suburban  gov-  ; 
emment  action.  But,  j 
said  Kaiser,  “We’re  going  j 
to  be  more  vigilant”  in  ! 
ensuring  free-lancers  j 
actually  sign  contracts.  i 
At  The  Virginian-  j 
Pilot  in  Norfolk,  Editor  i 
Kay  Tucker  Addis  said  | 
the  ruling  would  have 
“minimal  impact,”  I 


although  the  paper  will  ' 
not  archive  free-lance 
work  without  contracts. 

The  Supreme  C^ourt,  i 
in  a  decision  written  by 
Justice  Ruth  Bader 
Ginsburg,  said  online 
databases  are  different 
from  microfilmed 
archives  or  bound  vol¬ 
umes  because  the  data¬ 
bases  present  articles 
individually,  not  embed¬ 
ded  in  the  context  of  a 
collection,  such  as  one 
day’s  newspaper. 

Jonathan  Tasini,  one 
of  six  plaintiffs  in  the 
case,  called  for  negotia¬ 


tions  toward  a  settle¬ 
ment  and  a  licensing 
system.  Times  C!o. 
spokeswoman  Catherine 
Mathis  said  such  talks 
would  be  impractical,  in 
part  because  Tasini 
“doesn’t  represent  all 
free-lancers.” 

Tasini  estimates  writ¬ 
ers  will  be  owed  billions 
of  dollars;  defendants’ 
lawyers  suggest  damages 
will  be  minimal. 

Much  will  depend 
upon  how  many  people 
can  make  claims  before 
the  U.S.  District  Court 
in  New  York,  which 


will  decide  the  issue. 

Attorney  Charles  S. 
Sims,  who  helped 
defend  the  Times  Co., 
said  only  the  relative 
few  writers  who  register 
copyright  with  federal 
authorities  might  be 
eligible  for  damages. 

Plaintiffs’  attorney 
Emily  M.  Bass  said 
all  free-lancers  whose 
work  appeared  without 
permission  in  electronic 
archives  might  be  able 
to  assert  claims,  adding, 
“It’s  clear  to  me  we  will 
have  several  more  years 
oflitigation.”  11 


Eocpect  no  Advance  notices 


Newhouse  won’t  give  pink  siips 


BY  JOE  STRUPP 

Here’s  something  totally  different  —  a 
major  newspaper  chain  that  refuses  to  lay  off 
employees,  even  as  the  recession  is  forcing 
papiers  across  the  country  to  give  workers  the  boot. 

Advance  Publications,  the  Staten  Island,  N.Y.- 
based  group  that  includes  Newhouse  Newspapers, 
has  a  tradition  of  avoiding  layoffs.  And  publishers  at 
the  chain’s  26  daily  papers  said  the  practice  continues, 
despite  the  industry’s  recent  economic  slide. 

“The  thought  behind  it  is  that  if  your  employees 
know  they  have  job  security,  they  focus  on  the  job,” 


Larry  A.  McDermott 

“Union-News,” 
Springfield 

said  Stephen  A.  Rogers,  publisher  of  Syracuse  (N.Y.)  i  the  Union-News  and  Sunday  Republican  in  Spring- 


individual  newspaper  publish¬ 
er.  “They’ re  the  ones  that  imple¬ 
ment  the  policy,”  he  told  E^P. 

Publishers  said  the  Advance 
policy  is  for  nonunion  employ¬ 
ees.  But  those  who  spoke  with 
E^P  had  not  laid  off  any  work¬ 
ers  in  recent  years,  whether  in  a 
bargaining  unit  or  not. 

“It  is  a  struggle,  but  we  con¬ 
tinue  to  operate  this  way,”  said 
Lany  McDermott,  publisher  of 


New'spapers,  which  includes  The  Post-Standard 
and  the  Syracuse 
Herald-Joumal. 

“It  pays  back 
in  much  higher 
morale.” 

Executives  at 
other  Advance 
papers,  from  The 
Oregonian  in 
Portland  to  The  Patriot-News  in  Harrisburg,  Pa., 
confirmed  the  no-layoffs  policy,  although  none 
would  discuss  specific  revenue  data. 

“Fortunately,  because  we  are  privately  held,  we  are 
able  to  reward  the  loyalty  of  employees,”  said  Alex 
Machaskee,  publisher  of  The  Plain  Dealer  in  Cleve¬ 
land.  He  added  that  there  had  been  no  layoffs  during 
his  41  years  at  the  paper. 

Advance  Publications  President  Donald  E.  New¬ 
house  declined  comment,  referring  questions  to  each 


field.  Mass.,  where  all  750  employees  are  union  mem- 
1  1  bers.  “We  look  at 

It  your  employees  know 


they  have  job  security, 
they  focus  on  the  job. ...  It 
pays  back  in  much  higher 
morale.” 


—  STEPHEN  A.  ROGERS 

Syracuse  Newspapers 


other  ways  to  re¬ 
duce  expenses.” 

McDermott  re¬ 
cently  cut  costs 
through  an  early- 
retirement  offer 
that  15  employees 
accepted. 

Other  nonlayoff  savings  at  sister  papers  have  in¬ 
cluded  delaying  office-equipment  purchases  in  Syra¬ 
cuse  and  decreasing  newsprint  use  at  the  Staten 
Island  Advance.  “We  watch  our  pennies  in  every  way 
we  can,”  sdiAAdvance  Publisher  Richard  Diamond, 
j  But  as  the  recessionary  forces  continue  through  the 

I  year  and  newspapers  find  it  harder  to  meet  budgets, 
i  will  this  Advance  tradition  end?  “These  are  distress- 
j  ing  times,”  McDermott  admitted.  “But  it’s  too  early  to 
I  even  think  about  that.”  11 
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CALENDAR 


JULY 

M  Connections 
2001,  News¬ 
paper  Association  of 
America,  Marriott 
Wardman  Park 
Hotel,  Washington 

AUGUST 

51  Mid-Atlantic 
I  NAME  Summer 
Conference,  Mid- 
Atlantic  Newspaper 
Advertising 
Marketing  Executives, 
Carnegie  Hotel, 
Johnson  City,  Tenn. 

H  Inland/ 

Newspaper 
Special  Sections 
Conference,  Inland 
Press  Foundation 
and  Newspaper 
Special  Sections 
Network,  Hotel 
Inter-Continental, 
Chicago 


H: 


SABEW  Per¬ 
sonal  Finance 
Conference,  Society  of 
American  Business 
Editors  and  Writers, 
Irvine  Hyatt  Regency 
Hotel,  Irvine,  Calif. 

SEPTEMBER 

n  11  SNPA 
U  1 1  Foundation 
Workshop  for 
Smaller  Newspapers, 
Southern  Newspaper 
Publishers  Association 
Foundation,  Embassy 
Suites  Hotel 
Centennial  Olympic 
Park,  Atlanta 

10  IJ  SNA  Fall 

11  14  Publishers' 

&  Advertising 
Directors’  Con¬ 
ference,  Suburban 
Newspapers  of 
America,  The  Tremont 
Boston  Hotel,  Boston 


MNNA  116th 
Annual 
Convention, 
National  Newspaper 
Association,  Hyatt 
Regency,  Milwaukee 


21-23; 


I AAN  Alter- 
I  native  Jour¬ 
nalism  Writing 
Workshop,  Associa¬ 
tion  of  Alternative 
Newsweeklies, 
Northwestern 
University  Medill 
School  of  Journalism, 
Evanston,  Ill. 

OCTOBER 

HING  Annual 
Conference, 
International 
Newspaper  Group, 
Renaissance  Dallas 
North  Hotel,  Dallas 


4-6 


SPJ  National 
Convention, 


Society  of  Professional 
Journalists,  Doubletree 
Hotel  Bellevue, 
Bellevue,  Wash. 

0  10  Visual  Edge 
U  iL  Workshop, 
National  Press 
Photographers 
Association,  Poynter 
Institute  for  Media 
Studies,  St. 

Petersburg,  Fla. 

MIAPA57th 
General 
Assembly,  Inter 
American  Press 
Association,  JW 
Marriott  Hotel, 
Washington 

NOTE:  To  list  events, 
please  e-mail  to 
calendar@editorand 
publisher  .com  or  fax 
to  Calendar  Editor 
at  (646)  654-5370. 


I  i  Sweating  a  loss  of  advertising? 

‘Daily  News’  scoop  put  in  cooler 


BY  ALLAN  WOLPER 

HE  New  York 
Daily  News  iced 
an  investigation 
!  of  local  garment  sweat- 

[  shops  because  it  was 

worried  about  losing 
department-store  ads 
—  prompting  news¬ 
room  fears  that  the 
newspaper’s  credibility 
would  be  damaged. 

The  newspaper,  at 
E&P’s  deadline,  was 
deciding  whether  to 
identify  the  stores  that 
J.  Robert  Port  investi¬ 
gated  in  a  series  that 
examines  whether  de¬ 
signers  who  sold  their 
clothing  to  department 
stores  used  sweatshops 


i  to  produce  their  wares. 

The  series  was  sched- 
!  uled  to  run  in  mid-May,  , 
I  but  w  as  postponed  | 

;  because  the  Nereis  ! 

!  feared  a  reprise  of  the  i 
withdrawal  of  ads  by 
I  grocery  chains  furious 
!  with  a  May  3  expose 
'  on  dirty  supermarkets, 

!  “Dirty  Rotten  Shame,” 
said  an  editor  familiar 
with  the  project. 

Daily  News  Editor  in  ! 
Chief  Edward  Kosner  | 
dismissed  newsroom 
I  concerns.  “The  series  is 
running,  so  you  can  j 

relax,”  he  told  E^P.  | 

“I  can’t  tell  you  when 
for  competitive  reasons. 

'  There  is  no  newsroom  i 


buzz  about  this.  We 
run  one  big  series  at 
a  time.” 

Kosner  and  Execu¬ 
tive  Editor  Michael 
Goodwin  asked  Port  if 
he  would  delete  the 
names  of  the  retailers 
to  preempt  an  advertis¬ 
er  boycott,  newsroom 
sources  said.  “They  did 
not  want  Bob  to  pull  his 
name  off  the  story  and 
quit,”  said  an  editor 
familiar  with  the 
intense  negotiations. 

Neither  Kosner  nor 
Goodwin  returned  calls 
inquiring  if  the  store 
names  would  be  edited 
out  of  Port’s  series.  Port 
declined  comment. 


Saks  Fifth  Avenue 
spokeswoman  Lori 
Rose  said  Port  con¬ 
tacted  her  in  early 
May  for  a  comment 
on  sweatshops.  “But 
w’hen  I  called  him  back 
with  a  statement,  he 
said  the  series  had 
been  postponed.” 

Elina  Kazan,  spokes¬ 
woman  for  Mac^s 
department  store,  one 
of  the  News'  largest  ad¬ 
vertisers,  said  she  knew 
nothing  about  the  series: 
“No  one  at  the  Daily 
News  has  called  me  for  a 
comment.We  would  be 
the  first  ones  to  call  if  we 
were  going  to  be  n2uned 
in  a  story.”  11 


Window  Media 
founder  and  the 
Blade’s  executive 
editor. 

-  MARK  FITZGERALD 


ViSITOfi  COUNT 
ATAN6LEDWEB 

A  year  after  the 
Newspaper 
Association  of 
America  formed  a 
task  force  to  look 
into  how  firms  such 
as  Jupiter  Media 
Metrix  and  Nielsen/ 
Net  Ratings  measure 
audiences  on  news¬ 
paper  Web  sites, 
many  newspapers 
are  still  dissatisfied 
with  the  numbers. 
They  claim  there 
aren't  good  measure¬ 
ment  systems  for 
local  audiences. 

As  a  result,  some 
newspaper  publishers 
are  aeating  their 
own  ways  of  counting 
online  visitors.  The 
New  York  Times,  for 
example,  has  devel¬ 
oped  a  “loyalty  index” 
that  measures  the 
amount  of  time 
visitors  spend  on 
The  New  York  Times 
on  the  Web.  The 
paper’s  site  wants 
to  show  advertisers 
that  its  readers 
spend  quality  time 
on  the  site. 

Meanwhile, 
research  budgets  at 
many  papers  are 
being  cut,  leaving 
fewer  resources  to 
work  on  the  problem. 

For  a  complete 
report  on  the  state 
of  online  audience 
measurement,  visit 
E&P  Online  (http:// 
www.editorand 
publisher.com). 

-  CARL  SULLIVAN 
f-l  iwi 


www.editorandpublisher.com 


JULY  2,  2001  EDITOR  &  PUBLISHER  7 


E  &  P  NEWS 


'SpeciaV  way  to  make  a  bundle 

Print/online  ad  combo 


BY  WAYNE  ROBINS 

ON  THE  Mark 

Media  (OTMM) 
and  CityXpress- 
xom  Corp.  are  partner¬ 
ing  to  produce  news¬ 
paper  special  sections 
both  in  print  and  online. 

OTMM,  based  in 
Chicago,  is  Tribune  Me¬ 
dia  Services’  specialty 
sections  division. 

CityXpress,  based  in 
Vancouver,  British  Co¬ 


lumbia,  is  a 
provider  of 
online  special 
sections  whose 
clients  include 
papers  in  the 
Lee  Enterprises 
Inc.  chain. 

The  new  deal 
allows  CityXpress  to  use 
OTMM  print  content  in 
its  online  special  sec¬ 
tions  and  OTMM  to  use 
CityXpress  content  in  its 


to  their  customers. 

“Over  the  years,  we’ve 
had  our  papers  tell  us, 
we  love  your  print  spe¬ 
cial  sections,  we  wish  we 
had  something  we  could 
put  online,”  said  Eliza¬ 


“Our  goal  is  to  approach 
both  of  our  established 
clients  and  new  clients 
with  a  combined  product.” 


i  print  special  sections.  It 
:  also  enables  newspap)er 
I  advertising  representa- 
i  tives  to  offer  bundled 
i  print  and  online  services 


ELIZABETH  OWENS-SCHIELE 

On  the  Mark  Media 


beth  Owens-Schiele, 
executive  editor  and 
general  manager  of 
OTMM’s  Easy  Special 
Sections.  “And  Phil 


[DuBois,  president  and 
CEO  of  CityXpress]  had 
been  hearing  from  some 
of  his  online  clients  that 
they  wanted  a  print 
product.  Our  goal  is  to 
approach  both  of  our  es¬ 
tablished  clients 
and  new  clients 
with  a  combined 
product.” 

OTMM  reaches 
about  500  papers 
with  its  16  Easy 
Special  Sections. 
CityXpress  recent- 
j  ly  struck  deals  with 
;  Freedom  Communi¬ 
cations  Inc.  papers 
and  The  Buffalo  (N.Y.) 
i  News.  11 


NATIONAL  REPORT 


Newspapers  now  Bounty  hunters? 


Bounty  —  an 
infrequent 
buyer  of  newspaper 
advertising  —  broke 
with  past  practice 
last  week  to  make 
sure  the  newest 
extension  of  the 
Quicker  Picker- 
Upper  line  made  a 
splash.  At  the  last 
minute,  the  Procter 
&  Gamble  Co.  |  i 
brand  of  paper 
towels  took  out 
newspaper  ads  in 
73  major  markets  i — ^ 

as  part  of  a  multimedia  campaign  to  promote 
its  “Bounty  in  a  Box.”  —  Lucia  Moses 

E-tear-sheeting,  take  one 

Graphic  Enterprises  Inc.,  North  Canton, 
Ohio,  introduced  Web-based  systems  for 
managing  distribution  of  digital  tear  sheets 
and  billing  information  and  for  proofing  ads. 

GEI's  Electronic  Tear  Sheet  Server  delivers 
ad  files  in  Adobe  portable  document  format 
(converted  from  original  PostScript,  imager, 
or  scanned  hard-copy  files)  to  advertisers 
or  agencies  via  a  password-protected  Web 
site  or  e-mail.  Internet  proofing  permits  ad 
submission,  viewing,  and  change  annotation 
using  the  same  files  and  same  raster  image 
processor  used  for  final  imaging.  It  can  be 


set  up  to  hold  rejections  for  review  or  pass 

- 1  approved  jobs  into  the  work  flow. 

^  I  —  Jim  Rosenberg 

E-tear-sheeting,  take  two 

Engage  Inc.,  Andover,  Mass., 
developed  a  customized  digital 
tear-sheet  system  with  Dow  Jones  & 
Co.  Inc.  using  Engage  Content  Server 
:  software. 

On  the  Web,  authorized  personnel 
can  view  printed  pages  containing  ads. 
The  service  is  part  of  a  work  flow 
Engage  developed  that  The  Wall  Street 
Journal’s  ad  services  director,  Kirk 
Carr,  called  an  “emerging  end-to-end 
digital  work  flow  and  automated 
processing”  that  encompasses  ad 
submission,  processing  updates,  proofing, 
and  tear  sheeting.  — J.R. 

Newsprint  use  still  shrinking 

Newsprint  consumption  by  U.S.  dailies 
in  April  registered  its  fourth  straight 
monthly  decline  when  compared  with  the 
same  months  last  year,  while  early  May  data 
suggest  the  declines  have  moderated.  April 
usage  fell  13.2%,  to  745,000  metric  tons, 
as  preliminary  figures  show  May  usage  down 
10.5%  to  699,000  metric  tons,  the  News¬ 
paper  Association  of  America  reported.  End- 
of-month  inventories  increased  again  in  April, 
up  20.9%,  to  1,095,000  metric  tons  (a  44- 
day  supply),  while  preliminary  data  for  May 
show  stocks  rising  18.5%  (45  days).  —  LM. 


I’m  out  of  work,  and  I’m  OK 

The  Conference  Board’s  Help-Wanted 
Advertising  Index  dropped  five  points 
from  April  to  May,  while  its  Consumer 
Confidence  Index  continues  to  hold  up.  The 
confidence  Index,  based  on  a  sample  of 
5,000  households,  rose  to  117.9  in  June 
from  116.1  in  May,  the  second  monthly 
increase  in  a  row. 

May’s  help-wanted  index,  a  measure  of  ad 
volume  in  51  major  markets,  stood  at  60, 
down  from  83  a  year  ago.  —  LM. 

Cuts  coming  in  Portland,  Maine 

Blethen  Maine  Newspapers  Inc.,  parent 
of  the  Portland  Press  Herald  and  Maine 
Sunday  Telegram,  plans  to  cut  about  10% 
of  the  papers’  570-person  staff  by  the  end 
of  summer,  according  to  spokesman  Ted 
O’Meara,  who  said  the  cuts  would  include 
attrition,  early  retirements,  and  layoffs. 

O’Meara  blamed  the  work-force  reduction 
on  declining  revenue,  especially  from  help- 
wanted  ads.  —  Joe  Strupp 

Covering  the  Latino  community 

The  National  Association  of  Hispanic  Jour- 
nalists  (NAHJ)  has  released  its  first-ever 
guide  for  coverage  of  the  Latino  community. 
The  booklet,  “Latinos  in  the  U.S.:  A  Resource 
Guide  for  Journalists,”  was  produced  by 
Knight  Ridder  and  introduced  at  the  NAHJ 
national  convention  in  Phoenix.  More 
information  is  available  at  the  NAHJ  Web 
site  (http://www.nahj.org).  — J.S. 
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AMERICAS  EXTRA 


Argentina's  newspapers  narrowly  escape  -  for  now  -  a  huge 
tax  hit  that  could  have  forced  some  of  them  out  of  business 


BY  MARK  FITZGERALD 


As  MUCH  AS  Italian  fashions  and 
blood-red  steaks  served  at  mid¬ 
night,  portenos  have  always  loved 
poring  over  newspapers  at  the  kiosks 
that  crov.'d  every  busy  street 
in  Buenos  Aires.  These 
days,  though,  they’re  ( f  f  ^ 

doing  a  lot  more  brows-  !  (  ^ 

ing  than  buying.  V  ?  % 

There’s  one  obvious 
reason:  sticker  shock.  “Our 
papers  are  not  cheap  in 
Argentina,”  Jose  Claudio  Es- 
cribano,  subdirector  of  La 
Nacion,  said  in  a  telephone 
interview.  One  of  the 
nation’s  largest  papers, 
with  a  circulation  of  about 
185,000  daily  and  250,000 
Sundays,  La  Nacion  has  a 
typical  mix  of  cover  prices.  It 
sells  for  the  equivalent  of  $1 
U.S.  four  days  a  week,  $1.20 
on  Tuesdays  and  Saturdays 
when  it  runs  big  special  sec- 
tions,  and  $2.50  on  Sundays. 

Business  everywhere  is  wm  1 
bad  in  Argentina,  which  is  I 

entering  its  37th  straight 
month  of  recession,  in  part 
because  of  an  overvalued  peso 
fixed  on  a  one-to-one  exchange 
rate  with  the  U.S.  dollar.  News¬ 
papers  have  been  hit  particularly  hard. 

At  its  annual  meeting  three  weeks  ago, 
the  World  Association  of  Newspapers 
released  figures  showing  total  circulation 
of  Argentine  dailies  has  declined  36% 
since  1996.  By  contrast,  newspaper 
circulation  among  its  neighbors  increased 
during  those  years,  by  7-5%  in  Chile  and 
nearly  22%  in  Brazil. 

Given  these  doleful  trends,  publishers 
were  horrified  when  popular  Economics 
Minister  Domingo  Cavallo  announced 
that  May  1  the  government  would  impose 
a  21%  value-added  tax  (IVA  in  Spanish) 
on  the  cover  price  of  newspapers  and 


other  publications  —  and  would  double 
!  the  existing  IVA  on  advertising  to  21% 

!  from  10.5%.  These  taxes  would  come  on 
top  of  the  IVA  newspapers  already  pay  for 
newsprint  and  certain  other  supplies. 

’  “To  put  taxes  so  high  on  newspapers 
HHj.  would  be  to  [encourage]  the  de- 
creasing  of  circulation  and 

Sto  affect  the  free¬ 
dom  of  expression,” 
Raul  Kraiselburd 
said  from  his  office 
1  the  Buenos  Aires 
iirb  of  La  Plata, 
he  is  editor  and 
•  of  the  55,000- 
on  daily  El  LHa. 
leme  was  taken  up 
B  Miami-based  Inter 
srican  Press  Asso- 
lon  (lAPA),  whose 
;,  Danilo  Arbilla  of 
1  weekly  Busqueda, 
jmned  the  tax  as 
neasure  against 
le  press”  that  could 
:r  papers  out  of 
itirely. 

jks,  Cavallo  held 
nst  the  domestic  and 
lobbying  by  rallying 
me  puuiic  wuii  the  argument  that 
the  news  media  should  have  to  bear 
the  same  tax  burden  as  all  Argentines.  At 
the  last  minute,  however,  he  reduced  the 
cover  price  tax  to  10.5%  and  decided  not 
to  increase  the  ad  tax.  In  addition,  the 
government  allowed  papers  to  apply  the 
rVA  in  place  of  certain  payroll  taxes.  “In 
the  end,  the  tax  was  neutral,  so  newspa¬ 
per  companies  have  not  raised  their  [cov¬ 
er]  prices,”  La  Nacion’s  Escribano  said. 

“The  result  is  all  right,  to  now  —  but 
who  knows  if  Cavallo  will  come  back 
again  for  more  tax?”  Escribano  asked. 
After  all,  he  said,  every  country  on 
j  Argentina’s  border  has  a  higher  IVA 
i  on  newspapers  —  and  farther  north, 
English-speaking  Guyana  imposes  a 
35%  value-added  tax.  [§ 


No  back  talk:  The  “right  of  reply”  written 
into  Venezuela's  1999  constitution  does 
not  apply  to  journalists  because  they 

already  have  access  to 
the  media,  the  country’s 
Supreme  Court  ruled 
June  12  as  it  rejected 
efforts  by  El  Nacional  columnist  Elias  San¬ 
tana  to  respond  to  criticism  President  Hugo 
Chavez  leveled  at  Santana  during  his  radio 
show  “Alb,  Presidente."  Free-press  groups, 
including  the  New  York-based  Committee 
for  the  Protection  of  Journalists,  expressed 
alarm  at  the  court’s  additional  suggestion 
that  journalists  could  be  prosecuted  for 
violating  the  constitution’s  rig^  to  “timely, 
truthful,  and  impartial  information”  if  they 
express  opinions  that  include  insulting  com¬ 
ments  that  are  “out  of  context,  disconnect¬ 
ed,  or  unnecessary  for  the  topic.”  ...  Cuban 
independent  journalist 
Jose  Orlando  Gonzalez 
Bridon  was  found  guilty 
last  month  of  distributing 
“false  information  for  the  purpose  of 
disturbing  the  international  peace,  or  to 
endanger  the  prestige  or  credibility  of  the 
Cuban  State  or  its  good  relations  with 
another  State,”  and  sentetKed  to  two  years 
imprisonment. ...  Panamanian  President 
Mireya  Moscoso  pardoned  Marcelino  Ro¬ 
driguez,  a  former  journalist  for  El  Sigh  who 
in  May  was  sentenced  to  16  months  in  jail 
or  a  $1,000  fine  for  “insulting  the  honor” 
of  a  prosecutor  in  two  articles. ...  A  Cisco 
— ^ Systems  survey  of  700 
Latin  American  joumal- 
^  ists  in  the  region’s  seven 
big^st  nations  found 
that  91%  regularly  use  the  Internet,  about 
the  same  rate  as  U.S.  journalists.  That 
makes  them  exceptions  in  Latin  America, 
where  Internet  penetration  is  less  than  5% 
of  the  population. ...  Two  men,  claiming  to 
be  police  officers,  forced  Haitian  journalist 
Fritson  Orius  of  Radio  Haiti  inter  from  his 
car  and  held  him  at  gunpoint  for  15  min- 
utes  on  June  20,  Paris- 
based  Reporters  Without 
Borders  reported.  The 
pair  told  Orius  they 
believed  he  was  driving  a  car  owned  by 
Jean  Dominique,  the  Radio  Haiti  Inter 
reporter  who  was  the  nation’s  best-known 
journalist  when  he  was  assassinated  last 
April.  —  Mark  Fitzgerald 
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Dirks,  Van  Essen  &  Murray 


CALIFORNIA 
Michael  R.  Petrak  to  vice  president  of  mar¬ 
keting  for  Knight  Ridder  in  San  Jose  from 
executive  vice  president  and  general  man¬ 
ager  of  The  Kansas  City  (Mo.)  Star.  Petrak 
succeeds  Mike  Rogers,  who  resigned. 


GEORGIA 

Curtis  L.  Moon  to  circulation  director  for  the 
Savannah  Morning  News  from  circulation 
director  for  USA  Today  in  Lombard,  Ill. 
Moon  succeeds  Linwood  Pride. 


NEWSPEOPLE  @  EDITORANDPUBLISHER.COM 

CALIFORNIA 

Margaret  Randazzo 

Margaret 'Randazzo,  33,  vice  president 
and  chief  financial  officer  of  the  Fort 
Worth  (Texas)  Star-Telegram,  has  been 
appointed  vice  president  and  controller 
of  parent  Knight  Ridder  in  San  Jose.  She 
succeeds  Gary  Eflfren,  44,  now  senior 
vice  president  for  finance  and  chief 
financial  officer.  A  certified  public 
accountant,  Randazzo  joined  the  Star-Telegram  in  1996  and 
was  named  chief  financial  officer  in  1998. 


BY  JAMIE  SANTO 


MISSISSIPPI 
John  Philleo  to  managing  editor  of  the 
Clarksdak  Press  Register  from  managing 
editor  of  the  weekly  McNairy  Appeal  in 
Selmer,  Tenn.  Philleo  succeeds  Larry  Liddell. 


NEW  YORK 

David  Andelman  to  business  editor  of  the 
New  York  Daily  News  from  deputy 
business  editor.  Andelman  succeeds  Scott 
Wenger,  now  deputy  metro  editor. 


NORTH  CAROLINA 
Doug  Rowe  to  advertising  director  of  The 
Sanford  Herald  from  advertising  repre¬ 
sentative.  Rowe  succeeds  Theresa  Willmann. 


OHIO 

Jenny  Willis  to  classified  advertising 
manager  at  The  Columbus  Dispatch 
from  real  estate  supeiAisor. 


PENNSYLVANIA 
Bob  Kellagher  to  director  of  interactive 
media  for  Levittown-based  Calkins 
Newspapers  from  vice  president  of 
advertising  sales  at  Investor  Broadcast 
Network  in  Philadelphia. 


61  IDcfcnsior  Cliiefciin 


CORRECTION 

In  “NewsPeople,”  June  18,  p.  20,  E^P  gave 
an  incorrect  title  for  Mark  Garber.  Garber, 
based  in  Gresham,  Ore.,  is  vice  president 
of  Community  Newspapers  in  Tigard. 


WorldWest  Limited  Liability  Company 

of  Lawrence,  Kansas 
has  sold 

Valencia  County  (NM)  News-Bulletin 

(18,563  weekly  circulation) 

Socorro  (NM)  El  Defensor  Chieftain 

(3.333  weekly  circulation) 
to 

Journal  Publishing  Company 

of  Albuquerque,  New  Mexico 

We  are  pleased  to  have  represented 
WorldWest  Limited  Liability  Company  in  this  transaction 


— NEBRASKA 

Alexander  L. 
Skovgaard 

N  to  circulation  di- 
/  rector  for  the 
.ylH  Omaha  World- 
Herald  from  vice  president  and 
circulation  director  at  The 
Record  in  Stockton,  Calif, 


II9  EAST  MARCV  STREET  SUITE  lOO  SANTA  FE,  NM  875OI 
E-,MAIL:  INF0@D1RKSVANESSEN.COM  HTTP 
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The  U.S.  Supreme  Court’s  recent  decision  affirms,  ‘There  ain’t 
no  such  thing  as  a  free  lunch’  for  publishers.  Or  free-lancers. 


IN  THEIR  ETERNAL  STRUGGLE  WITH 
publishers,  free-lancers  just  about 
never  win.  So  when  they  are 
handed  the  kind  of  sweeping 
victory  they  got  from  the  U.S.  Supreme 
Court  last  week,  we  shouldn’t  begrudge 
them  a  moment  or  two  of  fantasy.  In  the 
first  flush  of  the  high  court’s  7-2  ruling. 
National  Writers  Union  (NWU)  President 
Jonathan  Tasini,  the  lead  plaintiff  in  the 
case  at  the  root  of  New  York  Times  Co.  Inc. 
et  al.  V.  Tasini  et  al.,  crowed  that  the 
copvTight  decision  means  newspapers  and 
other  media  companies 
who  collected  free-lance 
articles  in  databases  with¬ 
out  explicit  permission  now 
owe  those  writers  between 
$2.5  billion  and  $600 
billion.  Imagine  that:  free¬ 
lancers  who  swoon  when 
they’re  offered  payment  of  a 
buck  a  word  are  looking  to 
collect  a  sum  roughly  equal 
to  the  gross  domestic  product  of  Indonesia. 

It  isn’t  just  Tasini’s  NWU  (Local  1981 
of  —  what  else?  —  the  United  Auto 
Workers)  that  has  a  rather  eschatological 
view  of  the  Supreme  Court  decision. 
Publishers,  too,  are  in  full  Chicken  Little 
mode.  The  party  line  seems  to  be  that,  as 
a  result  of  Times  v.  Tasini,  “everybody 
loses”  —  especially  the  future.  “Historians, 
scholars,  and  the  public  lose  because  of 
the  holes  in  history  created  by  the  removal 
of  these  articles  from  electronic  issues  of 
newspapers,”  New  York  Times  Publisher 
Arthur  O.  Sulzberger  Jr.  said  in  his  first 
official  reaction. 

The  idea  that  publishers  rushed  to  create 
electronic  archives  for  the  sake  of  histoiy  is 
pretty  amusing  —  and  about  as  convincing 


as  their  argument  to  the  Supreme  Court 
that  a  searchable  computer  database 
capable  of  returning  174,378  references  to 
“Hillary  Clinton”  within  seconds  is  the 
same  thing  as  a  sheet  of  microfiche  down 
at  the  public  library.  In  the  early  davs  of 
the  Internet,  publishers  were  not  so 
disingenuous  about  why  they  were  “repur¬ 
posing”  their  archives.  Then  as  now,  the 
goal  was  to  make  money  off  the  morgue  — 
not  to  honor  Clio,  muse  of  histoiy. 

But  now  publishers  are  bumping  up 
against  one  of  history’s  oldest  lessons: 

There  ain’t  no  such  thing 
as  a  free  lunch.  Back 
when  they  thought 
writers  wouldn’t  notice, 
publishers  tried  to  create 
a  lucrative  new  use  for 
free-lance  work  without 
making  any  bothersome 
extra  pajments  to  the 
writers.  The  Supreme 
Court  called  them  on  it. 

But  the  high  court  did  not  e.xempt  fiw- 
lancers  from  market  forces,  either.  The  re¬ 
ality  is  that  since  the  mid-1990s,  publishers 
have  been  asking  —  well,  OK,  forcing  — 
free-lancers  to  sign  away  archiving  rights 
on  any  media  technology’ yet  undiscovered. 

Whether  that’s  fair  is  a  matter  for 
publishers  and  free-lancers  —  individually 
or  collectively  —  to  resolve.  Musicians  and 
record  labels  were  able  to  come  to  an 
accommodation  when  a  new  technology’, 
the  phonograph,  changed  all  the  rules  in 
the  entertainment  business.  That  can 
happen  in  the  newspaper  industry’,  too,  so 
long  as  publishers  abandon  the  delusion 
that  market  rules  don’t  apply  to  them  and 
free-lance  writers  drop  their  sugar-plum 
fantasies  about  $600-billion  paydays. 


The  party  line 
seems  to  be  that 
as  a  result  of 
Times  \.  Tasini, 
“everybody 
loses.” 
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BY  LUCIA  MOSES 


HOLD 


Telemarketing  \ 
turns  off  consumers, 
so  the  ‘Morning  News’ 
found  a  better  way  to 
ring  up  readers  in  Dallas 


>  ^  ORE  AND  MORE  PEOPLE  WERE  SLAMMING 

‘  i?  down  the  phone  when  telemarketers 
^  called.  Circulation  gains  were  slowing. 

The  Internet  was  becoming  the  next  big 
^  .  .^4:  thing  for  newshounds.  It  was  1996,  and 

Eric  Wynn,  then  the  new  circulation  director  for  consumer 
sales  at  The  Dallas  Morning  News,  felt  the  paper  had  to 
change  the  way  it  went  after  new  subscribers. 
Telemarketing  had  been  a  staple  of  the  circulation  depart- 
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In  its  search  for  happier  hunting  grounds,  the  Morning  News  has  cut  reliance  on  often-obnoxious 
telemarketing  and  sought  subscriptions  (and  retention)  via  direct  contact  and  other  methods. 

2000  Pressure  Starts  by  Source  2001  Pressure  Starts  by  Source 

(Actual)  (Actual/Projected) 

Single-Copy  Inserts 

7%  Restart/Retention  Single-Copy  Inserts  Restart/Retention 
Direct  Mail^^  M^^ir/o  4%^^^  *1^4% 

.^Apartments 

Other 
Direct 
Marketing 
3% 


Hanging  it  up:  The  timing  of  the  move  to 
de-emphasize  telemarketing  in  the  search 
for  subscribers  around  the  Big  D  has  been  a 
win-win  for  The  Dallas  Morning  News  and  its 
circulation  director  for 
consumer  sales, 
Eric  Wynn. 


Telemarketing 

46% 


Direct  Mail 

2%  M 

Contractor^ 

6%  y 

Other  New  Mover 
3% 


Telemarketing 

34% 


Storefront^. 
13%  ^ 

Source:  The  Dallas  Morning  News 


Storefront 

9% 


to  senior  management,  who  also  % 

bought  in.  “Obviously,  telemarketing  t 

is  not  popular,”  says  Robert  W.  Mong  r 
Jr.,  president  and  editor  of  the  Belo  ^ 

flagship.  WhUe  telemarketing  is  still 
an  efficient  way  to  reach  newcomers,  ^ 

he  says,  “tire  desire  is  to  wean  ourselves 
off  telemarketing  as  much  as  we  can.” 

What  followed  was  a  shift  of  resources  to 
build  “wantedness”  (as  it  is  known)  through 
targeted  approaches  and  retention  services. 
The  Morning  News'  timing  was  just  right: 
this  spring,  Texas  passed  a  “Do  Not  Call”  law, 
scheduled  to  take  effect  in  January. 

By  shifting  to  targeted  sales  methods,  ex¬ 
ecutives  recently  projected  34%  of  solicited 
starts  would  come  from  telemarketing  a 

this  year,  down  from  56%  five  years  ago.  ^ 

Although  few  newspapers  have 
been  as  aggressive  as  the  Dallas 
paper  in  its  flight  from  telemarket- 
ing,  they  may  soon  have  to  be. 

Nearly  half  the  states  have  passed  HH 

“Do  Not  Call”  laws  that  set  up 
registries  for  people  who  want  to 


ment  for  years,  the  source  of  more  than  half 
of  its  new,  solicited  orders.  It  was  cheap  and 
effective,  particularly  when  the  Morning 
News  wanted  to  pick  off  subscribers  from 
its  erstwhile  rival,  the  Dallas  Times  Herald. 
But  Wynn  felt  it  wasn’t  a  good  way  to  build 
business,  it  didn’t  retain  well,  and  “the  only 
positive  thing  about  it  was  it  was  inexpen¬ 
sive,”  as  he  put  it  later. 

Wynn’s  boss,  Barry  Peckham,  then 
senior  vice  president  for  circulation, 
agreed.  Peckham,  now  executive  vice 
president  for  operations,  took  the  message 
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it’s  proven,  and  it  reaches  people  more 
efficiently,”  explains  John  Murray,  the 
NAAjs  vice  president  for  circulation. 

Yet,  as  Murray  points  out,  telemarket¬ 
ing  isn’t  necessarily  the  most  efficient 
way  to  build  long-term  circulation. 
Increasingly  popular  methods  such 
as  kiosks  and  direct  mail  (which  the 
Morning  News  is  using)  cost  more  per 
sale,  but  are  more  likely  to  attract  customers 
who  stay  longer.  And  telephone  solicitation  is 
getting  more  expensive  as  it  takes  more  and 
more  dials  to  reach  people. 

Wynn,  for  example,  says  that  while  his 
direct-mail  costs  are  higher  than  telemarket¬ 
ing  —  $44  per  new  subscriber  versus  $25  — 
the  retention  rate  is  62%  versus  40%  for 
telemarketing.  “Any  accountant  can  clearly 
see  the  mathematics  of  that,”  he  says.  In  the 
long  run,  therefore,  getting  away  from 
telemarketing  makes  sense.  But  using  meth¬ 
ods  that  cost  more  and  may  reduce  numbers 
short  term  is  risl^,  especially  in  today’s  poor 
circulation  and  ad  revenue  climate. 


opt  out  of  solicitations,  and  others  are 
considering  them.  And  newspapers’ 
e.xisting  “Do  Not  Call”  lists  are  growing. 


Calls  and  response 

The  Morning  News  enjoyed  fat  circulation 
gains  after  the  Times  Herald  folded  in  1991, 
right  through  1995,  as  circulation  jumped 
20.4%,  to  581,979,  on  weekdays  and  29.4%, 
to  800,147,  on  Sundays.  By  this  year, 
however,  circulation  had  declined  to 
522,538  weekdays,  782,748  Sundays. 

Meanwhile,  the  increasing  use  of  filters 
and  Caller  ID  is  making  it  more  difficult  to 
reach  people  by  phone.  Above  all,  executives 
find  telemarketing  contrary  to  the  image 
they  want  the  paper  to  project.  “It’s 
inconsistent  with  our  goal  to  be  a  trusted 
resource  for  the  community,”  says  Jeff 
Beckley,  vice  president  for  circulation.  Last 
year,  tired  of  residents’  complaints  about 
kids  in  heavy-metal  T-shirts  showing  up  at 
dinnertime,  the  paper  also  eliminated  door- 
to-door  subscription  sales  crews. 

For  now,  however,  telemarketing  remains 
a  primary  source  of  new  subscription  sales, 
in  Dallas  and  elsewhere.  Newspapers  get 
nearly  58%  of  their  solicited  new  starts  from 
telemarketing,  according  to  a  Newspaper 
Association  of  America  survey.  At  a  time 
when  publishers  are  spending  more  to  hook 
customers,  it’s  “cheapest,  it’s  dependable. 


coverage  (TMC)  insert  cards,  remained 
relatively  unsophisticated  until  two  years 
ago,  when  marketers  identified  12  potential 
growth  areas  of  the  market  and  customized 
multimedia  promotional  campaigns  to  each. 

The  Morning  News  plans  to  further 
narrow  t’ne  focus  of  its  direct-mail 
campaigns.  The  paper  hired  The  Barry 
Group,  a  Bethesda,  Md.-based  marketing 
firm,  to  develop  a  model  to  help  the  paper 
identify  circulation  patterns. 

Storing  up.  In  late  1996,  the  paper  began 
working  with  retailers  to  sell  subscriptions  in 
their  stores,  where  salespeople  would  reach 
people  when  they’re  in  a  buying  mood.  An 
outside  contractor,  Reno,  Nev.-based 
Circulation  Promotion  Unlimited,  supplied 
the  Morn  ing  News  with  tables,  which  rotate 
through  a  chain’s  store  locations.  Using  store 
gift  certificates  as  a  lure,  sales  reps  try  to 
hook  passers-by  into  signing  up  for  a 
subscription  on  an  automatic  payment  plan. 

Getting  retention.  Around  the  same  time. 


Curing  the  Dallas  blues 

With  its  own  budget  constraints,  the 
Morning  News  has  shifted  from  telemarket¬ 
ing  very  gradually  since  1996,  building  other 
ways  to  grow  and  hold  subscribers. 

Targeting  direct  mail.  Initial  direct-mail 
efforts,  such  as  single-copy  and  total-market- 
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Large  newspapers,  small  newspapers,  magazines, 
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the  paper  began  bolstering  elforts  to  improve 
customer  loyalty.  Retention  staffers  called 
customers  to  both  check  on  service  and 
convert  them  to  autopay  methods  as  well  as 
to  try  to  win  back  cancelled  subscriptions. 

Incentives  such  as  gift  certificates,  gas 
cards,  and  free  airline  miles  are  sent  to 
subscribers  who  have  been  identified  as 
potential  long-term  customers.  The  service 
emphasis  extends  to  carriers,  who  used  to 
drum  up  new  business  on  their  routes;  now, 
they  must  focus  on  their  existing  customers. 

These  efforts,  virtually  nonexistent  five 
years  ago,  are  expected  to  account  for  14% 
of  starts  this  year.  David  Morel,  who  is 
responsible  for  retention  as  circulation 
director  for  consumer  services,  says  that  as 
a  result  of  these  services,  “We  should  have 
people  staying  with  us  longer,  an  upgrade 
in  their  payment,  and  lower  chum.” 

Let’s  make  a  deal.  The  Dallas  market 
grew  25%  in  the  past  decade,  with  most  of 
the  growth  in  the  suburbs.  To  reach  the 
large  newcomer  population,  the  Morning 
News  struck  deals  with  apartment  complex¬ 
es  to  sell  subscriptions  to  new  tenants. 

The  paper  also  used  the  phone,  but  not 
in  the  traditional  cold-call  way.  Partnering 
with  the  paper  in  third-partv’  arrangements. 
Southwestern  Bell  and  Verizon  each  offer 
free  two-week  subscriptions  to  new  resi¬ 
dents  during  service  calls.  Because  Texas’ 
“Do-Not-Cair  law  will  permit  businesses  to 
call  their  existing  customers,  the  paper  will 
be  able  to  make  follow-up  contacts  once  a 
resident  accepts  the  offer. 

Wynn  calls  this  soft-sell  approach,  the 
“First  Contact”  program,  a  great  success, 
retaining  customers  at  a  rate  of  55%  to  60%, 
well  above  that  of  telemarketing. 

Making  online  click.  For  those  drawn 
to  subscribe  online,  the  paper  also  is 
making  the  process  more  user-friendly. 
Today,  the  subscriber  section  of  its  online 
edition  (http://www.dallasnews.com) 
lacks  dazzle  and  requires  users  to  plod 
through  multiple  screens  to  place  an  order. 

A  redesign  now  under  way  should  add  more 
visuals  and  let  a  user  subscribe  with  just  a 
couple  of  clicks. 

Chum,  chum,  chum 

All  these  efforts  aren’t  without  risk,  how¬ 
ever.  Reducing  reliance  on  pressure-start 


tactics  is  likely  to  result  in  fewer  new  orders, 
which  may  lower  circulation,  short  term. 

Morel  knew  that  this  was  a  possibility 
when,  in  an  effort  to  reduce  new  subscriber 
turnover,  he  cut  out  parts  of  the  market  from 
the  call  list  that  w'ere  deemed  unlikely  to 
yield  long-term  customers.  Morel  says  he 
couldn’t  have  made  such  a  move  without  the 
support  of  top  management.  “You’re  not 
necessarily  going  to  produce  the  volume  that 
you  produced  in  the  past,”  he  says.  “You  can’t 
do  this  overnight,  because  it’s  not  going  to 
work. ...  But  over  time,  you’re  going  to  see 
the  numbers  steady  themselves.” 

Taking  a  long  view  when  it  comes  to  circu¬ 
lation  makes  it  easier  for  a  paper  to  reduce  its 
reliance  on  high-pressure  sales  tactics.  The 
Morning  News  offers  few  of  the  discounts 
that  others  use  to  plump  up  circulation, 
which  explains  its  relatively  low  subscriber 
turnover.  The  Dallas  paper  reports  a  chum  of 
around  49%,  while  papers  in  its  circulation 


subscribe  to 


THE  imASIIOBNINGMEWS 

and  get 


range  had  an  average  ehum  rate  of  75.8% 
last  year,  according  to  the  NAA. 

Many  papers  have  a  short-term  focus,  and 
circulation  directors,  feeling  pressure  to 
show  a  gain  in  the  next  statement,  often  turn 
to  telemarketing  as  a  quick  fix,  Wynn  says.  “If 
you  told  them  they  couldn’t  use  the  phone 
anymore,  they’d  be  devastated,”  he  says. 

The  Morning  News  hasn’t  been  immune 
to  those  pressures.  Like  other  big-market 
papers,  it  has  seen  steep  year-over-year 
declines  in  ad  revenue  this  year.  Those 
market  realities  forced  the  circulation 
department  to  scale  back  its  subscription 


GRAPHIC  VISUALS. 

CONFIDENTIAL  SOURCES. 
HOT  BUTTON  ISSUES. 

WE’VE  TAKEN  YOUR  DRILY  STRUGGLES 
AND  CREATED  A  SEMINAR  JUST  FOR  YOU. 

BEEN  TO  POYNTER? 

Tough  Choices:  Doing  Ethics 

October  7-12,  2001 

Application  Deadline:  August  1,  2001 

Covering  stories  about  teen  crime,  wrongdoing  in  government, 
or  family  abuse  is  full  of  complex  issues.  In  this  seminar,  reporters, 
photographers,  editors,  copy  editors,  and  producers  use  their 
own  cases  to  learn  how  to  anticipate  and  recognize  ethical  land  mines 
in  matters  of  privacy,  conflicts  of  interest,  source  confidentiality, 
the  use  of  graphic  pictures  and  video,  and  more.  You’ll  improve  your 
deadline  decision-making  skills  and  take  with  you  a 
practical  process  for  addressing  and  resolving  ethical  issues. 

Po)Titer. 

EVERYTHING  YOU  NEED  TO  BE  A  BEHER  JOURNALIST 

www.poynter.org/2001/index2001.htm 
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acquisition  spending  to  1999  levels  (there 
was  a  big  increase  in  2000). 

Beckley,  the  vice  president  for  circula¬ 
tion,  concedes  that  the  effort  to  reduce  the 
reliance  on  telemarketing  “probably  hasn’t 
gone  as  fast  as  we’ve  liked.”  While  he 
imagines  a  day  when  the  paper  eliminates 
the  use  of  telemarketing  altogether,  “the 
business  reality  still  encourages  us  to  keep 
a  hand  on  the  telemarketing  throttle.” 

By  some  measures,  the  paper’s  initia¬ 
tives  may  seem  to  have  led  to  little  payoff. 
The  chum  rate  hasn’t  come  down.  Same 
for  retention,  with  60%  of  new  starts  re¬ 
tained  over  a  12-month  period. 

Of  course,  myriad  factors  affect  circula¬ 
tion  figures.  Home-delivery  price,  Beckley 
notes,  has  risen  33%  in  the  past  four  years, 
for  example.  Internal  numbers,  he  says, 
suggest  the  paper  is  in  fact  doing  better  at 
building  long-term  subscribership. 

“We  do  take  solace  in  that,  even  though 
we  haven’t  seen  great  improvement  in 
home-delivery  or  retention, ...  we’ve  been 
able  to  shift  our  business  from  telemarket¬ 
ing  to  a  more  professional  approach  with¬ 
out  severely  affecting  our  retention  or  our 
volume,”  Beckley  says. 

Subscription  efforts  can  only  go  so  far. 
They  are  only  as  good  as  the  paper  itself  — 


and  its  marketing  efforts.  For  Mong,  the 
circulation  side  initiatives  fit  the  paper’s 
core  strategy  of  attracting  more  readers 
and  advertisers  with  improved  news 
content  and  marketing.  Annoying  people 
with  phone  calls,  he  says,  doesn’t  fit  the 
image  the  paper  is  trying  to  convey  as  a 
household  partner  that  adds  value  to 
people’s  lives. 

To  promote  that  image,  the  paper  last 
year  launched  a  multimedia  promotional 
campaign  that,  unlike  earlier  ones,  drew 
on  detailed  market  analysis  and  measured 
the  public’s  response.  The  “In  Touch”  cam¬ 
paign,  by  Dallas-based  Audience  Research 
&  Development,  sought  to  appeal  to  read¬ 
ers’  emotional  side  while  drawing  atten¬ 
tion  to  the  paper’s  usefulness. 

Exiting  telephone  road 

While  most  newspapers  are  taking  baby 
steps,  rather  than  giant  leaps,  away  from 
telemarketing,  legislation  and  technology 


IBallas  pbnnim 


are  pushing  them  harder  in  that  direction. 

As  its  “Do  Not  Call”  list  soared  to 
100,000  names,  the  Orlando  (Fla.) 

Sentinel  reduced  telemarketing  as  a  source 
of  new  starts  to  55%  from  80%.  The  paper 
increased  its  use  of  targeted  direct  mail 
while  pumping  up  its  telemarketing 
efforts  with  direct  marketing. 

In  Ohio,  the  Dayton  Daily  News  and 
Springfield  News-Sun  were  abusers  of  the 
autodialer,  with  almost  100%  of  their 
pressure  starts  coming  from  telemarket¬ 
ing.  Then  their  “Do  Not  Call”  lists  bal¬ 
looned.  “We  were  scorching  the  market,” 
admits  A1  Smith,  vice  president  of  circu¬ 
lation  for  parent  Cox  Ohio  Newspapers. 
“All  we  did  was  sell,  which  was  what  most 
people  do.”  In  the  past  three  years,  he’s 
brought  the  paper’s  reliance  on  telemar¬ 
keting  down  to  60%  of  new  pressure 
starts,  while  putting  more  money  into 
kiosks,  retention  services,  and  direct 
mail.  Since  Smith  built  up  retention  ef¬ 
forts,  the  paper  has  increased  collections. 

Smith  says  today’s  tough  economy 
makes  it  hard  to  stay  on  the  path  he 
started  down  three  years  ago,  however. 

“I  need  to  be  down  to  45%  or  50%  [in 
telemarketing],  but  I  can’t  afford  to  do 
it,”  he  says. 

Newspapers  may  be  a  long  way  from 
eliminating  telemarketing  altogether. 

But  sooner  or  later,  they’ll  realize  what 
Dallas’  Wynn  did  five  years  ago:  quick 
and  dirty  circulation  methods  will  only 
yield  half-hearted  subscribers.  I 


The  New  Workplace 

September  9-14 
Application  Deadline:  Aug.  3 

This  no-fee  seminar  is  a  great  opportunity  for  journalists  to  learn  from  experts  about 
trends  in  the  workplace.  Topics  to  be  covered  include;  changing  workplace  dynam¬ 
ics,  including  the  death  of  loyalty;  who’s  working  where  and  future  trends  for 
employment;  work-family  issues;  temps  and  part-timers;  management  trends; 
retirement;  workers’  rights;  and  more.  Reporters  and  editors  will  gain  sources,  story 
ideas  and  a  network  of  colleagues  covering  this  story. 


Fellowships  cover  instruction,  lodging,  meals  and  reference  materials.  The  Knight 
Center  is  funded  by  the  John  S.  and  James  L.  Knight  Foundation. 


To  apply,  send  four  copies  each  of:  a  resume;  an  application  statement  of  500  words 
or  less  giving  the  reasons  for  applying;  a  supervisor’s  strong  nominating  letter  that 
also  agrees  to  cover  travel  and  salary;  and  three  clips.  Broadcasters 
send  one  audiotape  or  VHS  videotape.  Send  application  materials  to: 

Knight  Center  for  Specialized  Journalism  •  University  of  ^ 

Maryland  •  Inn  and  Conference  Center  •  3501  University  is  5 

Blvd.  East  •  AdelphI,  MD  20783  •  301.985.7279  • 
knight@umail.umd.edu  •  http://www.inform.umd.edu/knight 
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-FEATURES  AVAILABLE- 


ASTROLOGY 


WEEKLY-  MONTHLY  -  CAMERA  READY 

FREE  link  to  WWW  brings  readers 
Time  Data  Syndicate  (800)  322-5101 


ENVIRONMENT 


“ENVIRONMENTAL  TRENDS" 

Weekly  syndicated  column.  Excellent 
real  estate  supplement.  Samples/rates: 

Stuart  Lieberman  (732)  355-1311 


FEATURES  AVAILABLE 

RELIGION  NEWS  SERVICE.  The  only  secu-  i 
lar  news/photo  service  devoted  to  unbiased  | 
coverage  of  religion  and  ethics.  Daily  news,  I 
features,  columns,  photos,  charts,  plus  ! 
SEARCHABLE  ARCHIVES.  1 5-day  free  trial.  | 
www.religionnews.com 
or  800  767-6781  | 


TRIVIA  WITH  A  TWIST  get  “Ponder  Points” 
6  days  a  week  250-350  words  per  day 
$15.00  per  week  (512)  345-7475  to: 
www.pearyperry.com  for  samples 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information  for 
moviegoers.  Star  photos.  Appealing,  graph¬ 
ic  rating  system.  Cineman  Syndicate,  P.O. 
Box  4433,  Middletown,  NY  10941. 
(845)  6924572,  Fax:  (845)  692-8311 


PUZZLES 


ABSOLUTELY  the  finest  in  crosswords 
PUZZLE  FEATURES  SYNDICATE 
Call  (800)  2924308/(909)  927-0164 


-ANNOUNCEMENTS- 


ANNOUNCEMENTS 


REDUCE  COSTS  AND  increase  ad  sales  j 
with  UFA  Media  Network’s  automated  Fish-  ! 
ing  GURU  magazine.  Contact  Gregg: 

(401)  965-6371 


Subscriber  lists,  domain  names,  story 
archive  and  publishing  software 
available  for  purchase/license 

In  an  effort  to  raise  capital,  LocalBusiness.com 
will  begin  accepting  bids  to  purchase  its 
E-mail  and  magazine  subscriber  lists,  story 
archive,  and  com-  pany  and  domain  names. 
In  addition,  proprietary  online  content  man¬ 
agement  and  venture  transaction  tracking 
software  is  available  for  licensure.  Interest¬ 
ed  parties  should: 

E-mail:  assets@localbusiness.com 

including  company  name  and  contact 
name,  phone,  and  fax. 

NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 

Call  Dick  Briggs  (864)  457-3846 

RICHARD  BRIGGS  &  ASSOCIATE 
Box  579,  Landrum,  SC  29356 

www.editorandpublisher.com 


-ANNOUNCEMENTS- 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


EQUIP/SUPPUES  WANTED 


WHATS  YOUR  PAPER  WORTH? 

Find  Out  Today!  It’s  Free! 
www.mediamergers.com 
W.B.  Grimes  &  Co.,  Est.  1959 

KAMEN  &  CO.  GROUP  SERVICES 
NEW  YORK  •  TAMPA  •  LOS  ANGELES 
Appraisals,  Formal  Business  Plans 
Brokering  /  Business  Analysis 
Confidential  •  Accurate  •  Comprehensive 
(516)  379-2797 
(727)  786-5930 
kamenandco@aol.com 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  references 
(214)  265-9300 

Rickenbacher  IVfedia 

6731  Desco  Dr.,  Dalla 
673  1  Desco  Dr..  Dallas.  TX  75225 
www.rickenbachermed ia.com 


MICHAEL  D.  LINDSEY 

Experienced  -  Confidential 
229  Stetson  Dr,  Cheyenne,  WY  82009 
(307)  772-0003,  Fax  (307)  772-0004 

www.publicationsforsale.com 


THOMAS  C.  BOLITHO 
BOLITHO  MEDIA  SERVICE 
“A  tradition  of  service  to 
community  newspapers” 
(580)  421-9600 
P.O.  Box  1985,  Ada,  OK  74821 
www.bolitho.com 


GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 
David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 


NEWSPAPERS  FOR  SALE 


100  YEAR  OLD  COUNTY  seat  weekly,  west¬ 
ern  Montana.  Second  fastest  growing  coun¬ 
ty  and  household  income  in  State.  Includes 
newer  building.  Excellent  schools,  hunting, 
fishing,  skiing,  $80,000. 

Phone  406-225-3821  days 
406-2254242  evenings 


MAJOR  CITY  MAGAZINE.  Slick,  4<olor, 
profitable.  $225K.  Also  county  seat  week¬ 
lies,  others.  Free  list.  Bill  Berger,  ATN, 
1801  Exposition,  Austin,  TX  78703-2833 
(512)  476-3950 


FOR  A  LIST  OF 

Publications  For  Sale  Go  To... 
www.mediamergers.com 
W.B.  Grimes  &  Co..  Est.  1959 


PUBIJCATIONS  FOR  SALE 


N.Y.  BASED  JAZZ  magazine  for 
sale/monthly/black  and  white/1 25K-135K 
gross/65%  net  mostly  run  by  help 
(subcontractors)  solid  growth  potential  /  in 
business  for  20  years  call: 

973-366-0221 


VIDEO- JET  SYSTEM  parts  for  model 
9416  VMS  printer  encoders,  computer 
chasis,  computer  boards,  etc. 

(631)  3690800  ext.  3107 


MAILROOM 


NEWSTEC,  INC 

Specializing  in  SLS/^uller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors.  Director  of  Sales 

Phone:  (508)  8507945 
Fax:  (508)  850-7951 
www.newstec.com 

BUY/SELL/ALL  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelber^all 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-%56 


NEWSRACKS 


Coin  Operated,  Free  Distribution 
Wire  Plastic,  Wood,  Counter 
Floor,  &  Wall... We  Have  It  All 


Call  Now  (800)  243-3999 
Fax  (818)  764-5372 
NATIONAL  NEWSVEND 

7324  Greenbush  Ave.,  NH.,  CA  91605 


PRESSES 


800  Sold  -  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Stephen  Klinger,  S.West/West 
(505)  524-0122 

John  Szefc,  Midwest  (845)  291-7367 
Michael  Bradley,  Nor^east 
(508)  563-2835 

PHILLIPS  PROPERTIES,  INC. 

Consultants-Investments 
Management  -  Brokers 
P.O.  Box  219 
Baker,  FL  32531 

Phone  (850)  537-4040 
Fax  (850)  537-4050 


GREGG  KNOWLES 
Knowles  Media  Brokerage  Services 

Affiliated  with  Mel  Hodell,  Media  Broker  Inc. 
Nationwide  Sales,  Acquisitions,  Mergers 

(661)  833-3834,  Fax  (661)  833-3845 
WWW.  media-broker,  com 


MEDIA  AMERICA  BROKERS 
Lenox  Towers,  Suite  1000 
3390  Peachtree  Rd.  NE 
Atlanta,  GA  30326 

(404)  364-6554,  Fax  (404)  364-6533 
Lon  W.  Williams 


SPECIAL  SECTIONS 


ONLINE.  IN  PRINT.  No  Hassle. 

New  Revenue.  Right  now!  (866)  626-6836 
contentthatworks.com 


USED  PRESSES 

Let  us  help  you  through  the  process 
Sales  •  Rebuilding  •  Cylinders 
Installation  •  Service 

MOUNTAIN  STATES,  INC. 

(800|  257-3045 
www.msicylinders.com 


NEWSPAPER  BROKERS 


NEWSPAPER  BROKERS 


Confidential  Appraisal  Bolitho-Cribb 
for  Estate,  Esop,  &  Associates 

Partners,  Bank,  Tax,  PubMcaUon  Brokerage 

Stock,  Assets  *  Appraieele  eet.1923 

_ Ov*r  2000  papers  aold 


cribb.com 

Confidential  *  Convenient 
24  rtour*  ■  day.  7  days  a  wraali 


Please  call  us  to  discuss  your  options  in  a  sale 


John  Crfbb 
406-586-6621 
104  E.  Main,  Suite  402, 
Bozeman,  MT  59715 
jcrlbb@cribb.oom 


Jim  Hicks 
307-684-94G7 
336  US  16  East. 
Buffakx  WY,  82S^ 
)liicka@cri  bb.com 


Tom  Karavakis 
941-403-4133 
268  Edgemere  Way  E., 
Naples,  FL  341(fe 
tkaravakis@cribb.com 


For  a  listing  of  publications  for  sale,  go  to  svww.crfbb.com 
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PRESSES 


Inland  Newspaper  Madiinery  Corpnratipn 

Fh  a  complete  list  ol  presses:  M255-674e  or  1913)492-9050 
www.inlan(lne«s.coiii 


CURENTLY  IN  STOCK 

1  1989  SSC  4"- high 

•  6-  unit  Urbanite  1200  series  press 

•  6-  unit  Community,  SC  folder 

•  2  1989  “2-  high”  SSC  towers 

•  2  Add-on  SC  units 

•5- unit  VISA,  JFl 5  folder 
•6- unit  Vise,  JF25  folder 

•  4-,  6-  unit  News  King 

•  Misc.  equipment:  C-O-V  105 

•  2  Quipp  200  Stackers,3-  90  degree  turns 

•  Bump  turn,  Jardis  ribbon  deck 

•  2  Martin  EC-1038  splicers,  2  web  MEG 
infeed 

Inter-Continential  Graphics,  Inc. 

Fort  Myers,  Florida 
(941)  561-6401  Fax:  (941)  561-6402 
www.intercontinentaigraphics.coni 


MOST  EXTENSIVE  SELECTION  OF 
USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


-INDUSTRY  SERVICES- 


CIRCULATION  SERVICES 


CIRCULATION  SERVICES,  INC. 
The  Prepaid  Sales  Leader 

Find  Out  More  At 
www.circulationservices.com 
Or  call  Andy  Orr  at: 

(970)  493-0470  ext.  109 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES  ! 

FOR  BUILDING  CIRCULATION  ; 

TOM  ZGONC  (800)  7766397  j 

WWW.PROSTARTS.COM 

MARKETING  PLUS  INC.  ~ 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art  pre¬ 
dictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus  Quan¬ 
tity  sales!  Phone:  (732)  738-51(30  I 

FAX:  (732)  738-5115  1 

E-mail;  mpi@marketingplusinc.com  I 

www.marketingplusinc.com 

100% TOEPAIDORDERS Coast tocoast  | 

we  do  it  all!  Stops,Starts  | 

Conversion,  Nonpays  I 

Call  Lee  Van  Kirk@6 19692-9364  | 

www.ncdtelesales.com  j 

ncd@worldnet.att.net 


SPECTRUM  MARKETING  SERVICES  I 

A  teleservice  solution  for:  ! 

•  Coldcall  projects 

•  Stopsaver  projects 

•  Up-grade  projects 

•  And  NIE  Fundraising 

Call  Doug  Reese  (800)  972-6778 


CIRCULATION  SERVICES 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Horace  Southward 
(877)  550-1515 
Eric  Southward 
www.metro-news.com 


COMPUTER  SOFTWARE 


THE  PAPER  PC  BY  Robert  S.  Anthony 
Computer  column  offers  news,  tips 
and  reviews  in  a  friendly  style. 

Stadium  Circle  Features 
335  Court  Street,  Box  85 
Brooklyn,  NY  11231.  718-797-0210 
info@paperpc.net  www.paperpc.net 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drive!!  See  it  at 
publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  5969610 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 
(303)  791-3301  \Aww.fakebrains.com 


CONSULTANTS 


MARKETING  CONSULTANT 

Management  Executive  with  15-k  years  i 

experience  in  strategic  planning,  busi-  I 

ness  development,  sales  and  marketing,  | 

product  launches,  event  planning,  ! 

awards  programs,  and  conference  i 

anagement  is  seeking  clients  with  event  j 

planning/marketing  needs  on  a  project  I 

basis.  Proven  track  record  of  increasing  j 

revenue,  developing  new  clients,  j 

extending  brand  and  producing  quality  | 

events. 

Producer  of  one  of  the  industry’s  most 
premier  events.  International  experence. 

Phone:  (609)  588-8703  E-mail:  | 

marshastol^an@hotmail.com 


INTERNET  SERVICES 


PRESSROOM  SERVICES 


PRESSROOM  CLEANING  PROBLEMS?  , 

Dirty  presses,  ceilings,  walls,  beams?  Un-  ; 
safe  floors,  catwalks  and  ladderways?  Dirty  i 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 

ALL  WORK  DONE  TO  YOUR  ; 

COMPLETE  SATISFACTION  , 

40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-21 10  i 


-HELP  WANTED- 


ADMINISTRATIVE 


PUBLISHER 

SUN  NEWSPAPERS,  One  of  the  nation's  i 
largest  groups  of  weekly  newspapers  is  ' 
looking  for  a  seasoned  pro  to  run  our  sue-  : 
cessful  suburban  Twin  Cities  newspaper  ' 
group.  Headquartered  in  the  suburbs  of  : 
beautiful  Minneapolis-St.  Paul,  Sun  Newspa¬ 
pers  publishes  35  weeklies  and  one  daily.  I 
With  a  combined  circulation  of  nearly  i 
400,000,  Sun  Newspapers  has  the  second  ; 
largest  circulation  of  any  newspaper  group 
in  Minnesota.  We  are  looking  for  a  leader 
with  the  energy  to  help  lead  this  group  into  ; 
the  21st  century.  We  seek  someone  with 
exceptional  people  skills  and  a  genuine  in¬ 
terest  in  maintaining  a  fun  but  motivated  ' 
company  atmosphere.  Strong  sales  man¬ 
agement  background  required.  This  is  a 
healthy  company  with  a  bright  future.  With 
12  branch  offices,  close  to  300  employees, 
and  our  own  local  printing  plant,  we 
need  a  high-energy  leader  who  can  wear 
many  hats  in  many  offices.  This  is  NOT  an  j 
entry-level  position.  An  exceptional  quality  < 
of  life  can  be  found  in  the  Twin  Cities,  | 
which  is  consistently  ranked  as  one  of  the  ; 
best  places  to  raise  a  family.  All  resumes  i 
will  be  held  in  the  strictest  of  confidence.  ; 
Send  letter,  salary  requirements/history 
and  resume  to:  Richard  Hendrickson, 
CFO/Interim  Publisher  -  Sun  Newspapers- 
10917  Valley  View  Road,  Eden  Prairie,  MN 
55344. 


PUBLISHER  , 

The  Ridgway  (PA)  Record  is  looking  for 
a  dynamic  individual  to  publish  its  4,000  | 
circulation  daily  and  32,000  circulation  | 
shopper.  Ridgway  is  located  in  beautiful 
North  Central  Pennsylvania,  just  minutes 
from  the  Allegheny  National  Forest.  It  is  | 
a  short  two  hour  drive  from  Pittsburgh,  Erie  | 
and  Buffalo.  I 

This  is  a  perfect  opportunity  for  someone 
looking  for  a  career  in  newspaper  publish¬ 
ing.  The  successful  candidate  will  possess 
leadership  skills,  creativity  and  hands  on  ; 
newspaper  management  experience.  The  i 
candidate  should  also  demonstrate  a  thor¬ 
ough  knowledge  of  all  newspaper  disciplines 
as  Ridgway  is  a  central  print  site  for 
two  of  our  other  dailies  and  also  does  ex¬ 
tensive  commercial  printing. 

We  are  a  enhi  newspaper  and  offer  a  com¬ 
petitive  compensation  package.  i 

If  you  are  up  for  a  challenge  with  plenty  of  j 
growth  potential  send  your  resume  and  a  ! 
cover  letter,  in  confidence,  to:  i 

Steve  Roszczyk,  VP/Division  Manager  ! 

8578  Black  Oak  Drive,  NE  j 

Warren,  OH  44484 
Or  E-mail:  saroszczyk@cnhi.com 
No  phone  calls,  please 


ADMINISTRATIVE 


PUBLISHER 

Lead  Montana  Home  Town  Newspapers’ 
Townsend,  Mont.-based  products,  including 
a  paid  community  weekly,  a  Southwest 
Montana  regional  agriculture  weekly,  and  a 
regional  rodeo  bi-weekly.  Townsend,  Mon¬ 
tana’s  third-fastest  growing  community,  is 
located  minutes  from  some  of  the  best 
hunting,  fishing  and  outdoor  opportunities 
in  the  region.  Competitive  salary.  Send  re¬ 
sume,  cover  letter,  and  references  to:  Linda 
Kent,  Publisher,  MHTN,  PO  Box  1011, 
Townsend,  MT  59644  or  email: 

paprlady@mt.net 


ADVER’nSING 


ADVERTISING  DIRECTOR 
Zone  2  20,000  Sunday  and  daily  paper 
seeks  dynamic  manager  with  proven  track 
record  meeting  revenue  goals,  ability  to 
find  and  develop  new  revenue  streams, 
solid  understanding  of  budgeting,  and 
strong  organizational  skills.  Respond  to: 

Box  2205,  Editor  &  Publisher 
770  Broadway,  7th  FL,  NY,  NY  10003 


ADVERTISING  DIRECTOR 
The  family-owned  Decatur  Daily,  AL.,  is 
seeking  a  person  that  understands  effective 
advertising,  can  motivate  people  to 
take  care  of  customers’  needs,  enjoys  chaF 
lenges  and  is  eager  to  attain  excellence  at 
a  company  that  strives  for  excellence.  Man¬ 
agement  experience  required.  The  Daily 
strongly  believes  in  the  future  of  newspa¬ 
pers  and  invests  accordingly,  not  only  in 
the  paper  but  also  the  market.  Benefits  in¬ 
clude  medical  insurance,  prescription  drug 
card,  partial  dental,  40i(k)  with  company 
participation,  paid  vacation,  etc.  Send  re¬ 
sume  with  cover  letter  to:  The  Decatur 
Daily,  c/o  Clint  Shelton,  P.O.  Box  2213, 
Decatur,  AL.  35609. 

ADVERTISING  DIRECTOR 
Great  opportunity  for  experienced  advertis¬ 
ing  director  at  the  Taunton  (MA)  Daily  Ga¬ 
zette.  Position  requires  the  ability  to  lead 
and  motivate  a  talented  staff  in  a  growing 
market.  Must  be  goal  oriented,  with  solid 
understanding  of  budgeting.  Contact: 

John  Shields,  Taunton  Daily  Gazette 
P.O.  Box  111,  Taunton,  MA 02780 
Phone:  (508)  880-9040 


NATIONAL  ACCOUNT  EXECUTIVE  NEEDED 
Award  winning  NC  alternative  weekly  with 
166,000  readers  has  no  national  sales  ef¬ 
fort,  until  you  get  here.  25%  commission 
on  all  sales.  Fax  resume  to: 

Attn:  William  (336)  2736821 


CLASSIFIED  ADVERTISING  DIRECTOR 
Looking  to  grow  with  a  great  company? 
NY-NJ-CT  Pennysaver  Group,  1  million  circu¬ 
lation  direct  mailed  paper  serving  the 
tri-state  area  seeks  dynamic-hands  on  sales 
director.  This  person  will  be  responsible  for 
all  Classified  sales,  15  sales  reps  and  a 
Sales  Manager.  Managing,  motivating,  train¬ 
ing,  and  developing  new  ad  programs  in  a 
deadline  driven  fast  paced  competitive  envF 
ronment  will  all  be  a  part  of  your  multiple 
responsibilities.  Sales  management  and 
classified  experience  necessary.  Salary  to 
SlOOK  plus  bonus  and  benefits.  Total  pack¬ 
age  to  $125K  commensurate  with  experi¬ 
ence.  We  will  participate  in  relocation. 

Fax  resume  to:  (914)  347-2429 
Or  call  Stacie  Boering  at:  (914)  592-5222 
www.editorandpublisher.cotn 


BETTER 

Telemarketing  Best  References 
The  Telesphere  Company 
(800)  884-9511 
HHalat@aol.com 


PSST,  ITS  ABOUT  PROFITS  not  just 
revenues.  Profitable  turnkey  websites  for 
newspapers.  8774626397 
WWW.  our-hometown  .com 


C2  EDITOR& PUBLISHER  CLASSIFIEDS  JULY  2,  2001 


PISA  GROUP 
THE  Newspaper 
Telemarketing  Company 

•  Cold  Calling 

j  •  Conversions/Stop  Savers 
I  •  PIA  Experts 

•  Database  Marketing 

J  •  Finest  References  in  the  Industry 

•  Serving  Newspapers  Since  1976 

(888)  9402200 
www.thepisagroup.com 


Phone:  1-888-825-9149  CLASSIFIED  ADVERTISING  Fojc :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-HELP  WANTED- 


ADVERTISING 


DIRECTOR  OF  SALES 

Community  Shoppers,  Inc.  (since  1926)  is 
a  publisher/printer  of  award  winning  free 
multiple  community  papers  in  the  South  Wl 
and  North  IL  markets,  with  audited  circula¬ 
tion  of  over  117,000  papers  and  a  reader- 
ship  of  over  81%.  We  are  seeking  a 
dynamic  DIRECTOR  OF  SALES  who  will  be 
responsible  for  the  marketing  and  sales  ef¬ 
forts  of  both  Display  and  Classified. 

Ideal  candidate  will  have  a  proven  record  of 
success  in  meeting  aggressive  revenue 
goals  in  a  fast  paced,  deadline  oriented  en¬ 
vironment.  Must  have  experience  in  devel¬ 
oping  sales  budgets  and  strategic  planning 
and  previous  management  of  sales  reps. 
This  position  is  based  out  of  our  company 
headquarters  near  Lake  Geneva,  Wl.  Flas 
earning  potential  of  $80,000-h  the  first 
year.  If  you  are  looking  for  a  great  career 
opportunity,  send  your  cover  letter,  resume 
and  salary  history  to: 

Community  Shoppers,  Inc. 

Attn:  Human  Resources 
P.O.  Box  367,  Delavan,  Wl  53115 
Or  Fax:  (262)  7285479 
Check  us  out  on  our  .vebsite: 
www.communityshoppers.com 


CLASSIFIED  SALES  AND 
PRODUCT  DEVELOPMENT  MANAGER 
The  Oakland  Press  (85,000  daily,  100,000 
Sunday)  currently  has  a  need  for  a  Sales 
and  product  Development  Manager  in  the 
Classified  Advertising  division.  We  are  seek¬ 
ing  a  highly  motivated  person  to  manage  a 
staff  of  13  with  two  direct  report  team  lead¬ 
ers.  This  position  will  be  responsible  for  de¬ 
veloping  products  and  programs  that  will 
generate  revenue  and  meet  the  needs  of 
current  and  potential  advertisers  in  our  re¬ 
cruitment  and  private  party.  The  ideal  candi¬ 
date  will  have  excellent  communication  and 
coaching  skills  and  have  the  ability  to  con¬ 
tribute  strategically  to  our  department  and 
our  organization.  Candidate  must  have 
Classified  Department  and  Supervisory  ex¬ 
perience.  Competitive  Compensation  and 
Benefits.  For  consideration  please  send 
resume  and  cover  letter  to: 

Deanna  Sera,  The  Oakland  Press 
48  West  Huron,  Pontiac,  Ml  48342 
Or  E-mail:  deanna.sera@oakpress.com 


NATIONAL  SALES  DIRECTOR 
Duties  include  creating  overall  company 
sales  strategy  and  mentoring  of  local  ad 
teams  to  set  sales  targets,  establish  rates 
and  develop  marketing  materials.  The  posi¬ 
tion  requires  national  ad  sales  and  manage¬ 
ment  experience  that  includes  establishing 
ambitious  yet  attainable  sales  goals,  track¬ 
ing  progress  and  motivating  employees  to 
meet  and  exceed  individual  and  company 
goals.  Please  paste  resume  into  the  mes¬ 
sage  section  of  an  E-mail  and  send  to: 


I  _ ART/GRAPHICS _ 

*  WANTED: 

CREATIVE  SERVICES  MANAGER 
!  Dynamic  Las  Vegas  newspaper  group 
seeks  seasoned  professional  for  hands-on 
and  supervision  of  layout,  pagination, 

,  graphics  and  computer  operations.  Join 
management  team.  Take  charge  of  depart¬ 
ment  and  your  career.  Send  resume  to  Pub- 
j  lisher.  Las  Vegas  Press,  1385  Pama  Lane, 
Suite  1 1 1 ,  Las  Vegas,  NV  891 1 9-3830  or 
Fax  to:  (702)  2524580 


CIRCULATION 


LOOKING  FOR  THAT 
EXCELLENT  CAREER  MOVE? 

The  Ogden  Newspapers  has  openings  at  a 
few  of  our  36  daily  newspapers.  We  have 
current  openings  in  Circulation,  Editorial, 
Advertising,  Production  and  more.  Check 
out  our  Career  Opportunity  page  at: 
www.ogdennews.com/opportunities 


;  CIRCULATION  SALES  MANAGER 
'  The  Milwaukee  Journal  Sentinel,  450,000 
(S)  255,000  (D),  Wisconsin’s  largest  news¬ 
paper,  currently  has  an  outstanding  oppor¬ 
tunity  for  a  seasoned,  innovative  Circulation 
Sales  Manager.  The  Sales  Manager  will  have 
the  responsibility  of  coordinating  all 
sales  programs  to  include  field  sales,  spe¬ 
cial  events,  third-party  sales,  college, 
fundraising,  and  direct  response  sales.  In 
addition,  the  Sales  Manager  will  be  respon¬ 
sible  for  overseeing  the  development  of  the 
single  copy  and  NIE  sales  staffs. 

We  are  looking  for  a  special  candidate 
whose  thorough  knowledge  of  circulation 
sales  will  allow  for  effective  implementation 
^  of  campaigns  and  the  coordination  of  tar- 
:  geted  sales  efforts.  A  minimum  of  five 
1  years  circulation/supervisory  experience  is 
required.  Knowledge  of  database  develop- 
;  ment  and  management  is  also  key.  A  proven 
I  track  record  in  the  growth  of  circulation 
{  is  also  required. 

Salary  range  for  this  position  is  70-90K. 

We  are  an  employee  owned  company  with 
:  an  outstanding  stock  plan.  We  also  offer 
medical,  dental,  vision,  401(k)  pension  plan 
and  tuition  reimbursement.  If  interested, 
please  send  your  resume,  cover  letter  and 
salary  requirements  to: 

[  Journal  Sentinel,  Inc. 

Human  Resources  Department 
!  333  West  State  Street 

!  Milwaukee,  Wl  53203 

I  FAX:(414)  224-2897 

E-mail:jgriffit@onwis.com 


I  HOME  DELIVERY  MANAGER 

i  The  Morning  Journal  (38,000)  in  Lorain,  OH 
!  seeks  a  Home  Delivery  Manager  to  be  part 
;  of  a  winning  circulation  team.  The  ideal  can- 
;  didate  will  possess  a  commitment  to  pro- 
i  viding  the  ultimate  in  customer  service  and 
I  won’t  settle  for  less.  They  will  be  responsL 
I  ble  for  directing  our  home  delivery  team 
I  consisting  of  District  Managers  and  Zone 
j  Managers.  Starting  salary  $44K  plus 
j  MBO^xcellent  benefits.  Send  resume  to: 

Andy  McCallihan,  Morning  Journal 
j  1657  Broadway,  Lorain,  OH  44052 
I  Or  E-mail:  amccallihan@morningjournal.com 


CIRCULATION 


SINGLE  COPY  MANAGER 
The  Post  and  Courier,  located  in  beautiful 
Charleston,  South  Carolina,  has  an  exciting 
opportunity  to  lead  our  Single  Copy  Depart¬ 
ment.  The  Post  and  Courier  has  circulation 
of  105,000  daily,  120,000  Sunday  and 
is  published  by  The  Evening  Post  Publishing 
Company.  The  ideal  candidate  will  possess 
strong  leadership  skills  and  a  proven  track 
record  of  circulation  success.  If  you  are 
looking  for  the  opportunity  to  lead  in 
an  environment  that  encourages  forward 
thinking  and  rewards  achievement,  please 
send  your  resume,  cover  letter  and  salary 
history  to: 

Steve  Wagenlander,  Post  and  Courier 
134  Columbus  Street 
Charleston,  SC  29403 
Or  swagenlander@postandcourier.com 


CITY  CIRCULATION  MANAGER 
Southwest  40,000  +  daily  is  looking  for  a 
strong  #2  for  their  Circulation  Department. 
Will  be  responsible  for  city  circulation  in  ex¬ 
cess  of  15,000  and  supervise  3DM’s.  Must 
have  3-5  years  of  circulation  experience 
with  at  least  2  years  in  management.  Send 
resume  to:  GOOD  NEWS,  Suite  245  North, 
Alpine  Centre,  Bettendorf,  lA  52722.  Please 
include  your  current  salary. 


EDITORIAl. 


EDITOR 

Dynamic  5,500  daily  newspaper  needs 
a  hands-on  editor  who  is  a  good  teacher, 
coach  and  leader.  Executive  position 
supervises  a  staff  of  seven.  Full  benefits. 
Rapid  advancement  potential  within 
MediaNewsGroup  for  person  with  ability  and 
ambition.  Send  resume,  salary  history  to: 
David  McClain,  Journal-Advocate  Publisher, 
P.O.  Box  1272,  Sterling,  CO  80751.  FAX: 
(970)  522-2320.  E-mail:  mcclains@ria.net. 

ASSISTANT  METROIdITOR 
Responsible  for  supervising  a  team  of  re¬ 
porters  in  one  of  the  newspaper’s  six 
fulFservice  bureaus.  The  emphasis  is  on 
producing  an  interesting  and  comprehensive 
news  report  that  has  everything  from 
the  micro-local  news  that  readers  want  to 
broader  stories  that  have  regional  appeal. 
Assistant  metro  editors  in  bureaus  assign 
stories,  photos  and  graphics,  as  needed; 
edit  local  copy;  and  assure  the  quality  and 
quantity  of  content  for  their  section.  Experi¬ 
ence  as  a  reporter  and  line  editor  preferred. 
CONTACT:  Laura  Wingard,  Assistant 
Managing  Editor/Metro,  The  Press  Enter¬ 
prise,  3512  Fourteenth  Street,  Riverside, 
CA  92501.  Email:  lwingard@pe.com. 


EDITORIAL 


COPY  EDITOR 

The  Erie  Times-News  is  a  family-owned 
newspaper  that  needs  a  copy  editor  strong 
in  both  design  and  editing.  We  are  looking 
for  an  editor  who  can  design  creative  lay¬ 
outs  for  section  fronts  as  well  as  offer 
clean  reads  for  local  and  wire  copy.  This 
candidate  will  be  able  to  design  entire  ad¬ 
vance  sections,  write  compelling  headlines 
and  energetic  cutlines  and  paginate  with 
QuarkXPress.  We  emphasize  content,  and 
adhere  to  style.  We  critique  our  work  each 
day  before  the  entire  newsroom  to  discuss 
how  we  can  make  tomorrow’s  paper  better. 
Erie  is  located  on  the  shore  of  Lake  Erie  in 
Pennsylvania.  The  paper  (about  90,000 
Sunday)  has  been  owned  by  the  same  fami¬ 
ly  for  113  years.  Send  resumes  and  sam¬ 
ples  to  Liz  Allen,  administrative  editor.  205 
W.  12th  Street,  Erie.  PA  16534.  Fax:  (814) 
870-1735.  E-mail:  liz.allen@timesnews.com 


NEWSROOM  OPPORTUNITIES 
The  Centre  Daily  Times,  voted  best  paper 
in  its  class  4  years  in  a  row  in  PA,  has  the 
following  openings  in  our  newsroom: 

NEWS  EDITOR:  This  position  is  the  No.  3 
newsroom  manager  and  is  in  charge  of  the 
newsroom  at  night. 

ASSISTANT  FEATURES  EDITOR:  Help  plan 
coverage,  edit  and  design  pages,  and  over¬ 
see  daily  page  production,  including  two 
magazines.  Page  layout,  copy  editing  and 
supervisory  experience  required. 

Send  resume,  cover  letter  and  clips/  sanv 
ples  to: 

Centre  Daily  Times,  Attn:  Michele  Vancho 
P.O.  Box  89,  State  College,  PA  16804 
Or  fax  to  (814)  238-7603;  or  complete  an 
online  application  at;  www.centredaily.com 
or  E-mail  to  mvancho@centredaily.com 
The  CDT  is  an  Equal  Opportunity  Employer 

DIRECTOR,  MAGAZINE  DIVISION 
Santa  Barbara,  CA-based  magazine  publish¬ 
er  seeks  strong,  experienced,  self-mo¬ 
tivated,  organized  journalist  with  a  strong 
management  background  for  the  position 
of  Director,  Magazine  Division.  Primary 
areas  of  responsibility  are:  editorial,  circula¬ 
tion,  research,  and  production.  Ability  to 
manage  complex  processes  and  multiple 
priorities  and  keep  management  team  fo¬ 
cused  on  common  goals.  Ideal  candidate 
will  have  minimum  10  years’  experience  as 
an  executive  in  publishing  arena  with  a 
proven  track  record.  Send  resume  with 
cover  letter  and  salary  expectabons  to; 
hr@hbinc.com 


jgrove@snitch.com 


It’s  a_  Classified  Secret! 

We’ll  never  reveal  the  identity  of  an  E&P  box  holder 


CIRCULA'nON  CIRCULATION 


FORMER  CIRCULATION  DIRECTORS 
OR  SALES  MANAGERS 

Needed  to  join  our  team  of  auditor’s  in  conducting  a  legal  review  of  the 
circulation  procedures  and  practices  of  New  Jersey’s  largest  newspaper. 
Knowledge  of  single  copy  sales,  NIE,  carrier  new  order  acquisition  promo¬ 
tions,  telemarketing  solicitation,  file  maintenance,  and  file  cleansing  are 
required.  Excellent  compensation  available.  Call: 

Meadowlands  Marketing  Group 
Mr.  Atias  (201)  842-8380 
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EDITORIAL 


THE  BENNINGTON  BANNER  is  the 
award-winning  and  growing  daily  newspaper 
for  Bennington  County  in  beautiful  south¬ 
western  Vermont.  We  want  to  fill  two 
full-time  positions.  REPORTER  and 
A&E/FEATURES  EDITOR/WRITER.  Good 
benefits  package.  Send  cover  letter, 
resume,  references,  clips  to; 

Managing  Editor  Robin  Smith 
425  Main  Street,  Bennington,  VT  05201 

NEWS  EDITOR/PAGE  DESIGNER,  Experi¬ 
enced  news  editor/page  designer  needed 
for  30,000  daily  on  California's  Central 
Coast.  Must  have  strong  news  judgement 
and  initiateive  and  be  fluent  in  Quark.  This 
is  a  predominantly  agricutural  community, 
and  60%  of  our  population  speaks  Spanish. 
Bilingual  ability  would  be  helpful.  Pay  level 
to  mid  30’s,  depending  on  experience.  No 
phone  calls,  please.  Fax  a  resume  to:  Mi¬ 
chael  Coates,  Executive  Editor,  Santa  Maria 
Times.  Fax:  (805)  928-5657,  or  e-mail; 
mcoates@pulitzer.net 

new^eWor 

The  Anniston  Star,  one  of  the  most  storied 
newspapers  in  the  South,  seeks  a  news  edi¬ 
tor  to  lead  its  talented  copy-design  desk. 
We  are  a  small  daily  that  thinks  big  and  has 
a  national  reputation  for  producing  good 
journalism.  Our  news  editor  will  help  pres¬ 
ent  special  journalism  in  a  special  way. 
Must  lead  with  strong  design,  editing  and 
management  skills.  Send  letter,  resume, 
clips  to:  Troy  Turner,  Managing  Editor,  The 
Anniston  Star,  P.O.  Box  189,  Anniston,  AL 
36202. 

REPORTER 

The  Courier,  a  20,000-circulation  daily 
newspaper  in  Houma,  LA,  has  an  immediate 
opening  for  a  reporter.  Candidates 
should  have  previous  writing  experience  for 
their  college  newspapers  or  for  professional 
publications.  We’re  looking  for  a  college 
graduate  with  strong  analytical  skills,  ener¬ 
gy  and  command  of  the  English  language. 
The  Courier  is  owned  by  the  New  York 
Times  Co.,  which  offers  great  benefits  and 
advancement  opportunities.  Send  your  re¬ 
sume  and  clips  to;  Executive  Editor  Mike 
Slaughter,  The  Courier,  P.O.  Box  2717, 
Houma,  LA  703671  or  e-mail  to: 
mike.slaughter@houmatoday.com 


SENIOR  REPORTER 

Experienced  reporter  needed  for  tech¬ 
nology,  economic  development  beats  in 
Wichita.  Salary  $35K-$45K.  Contact: 

Editor  Jim  Cross,  Wichita  Business  Journal 
jlcross@bizjournals.com  or  (316)  266-6184 
See  our  Web  page  at  wichita.bcentral.com 


ASSISTANT  CITY  EDITOR  -  One  of  Califor¬ 
nia's  best  mid  sized  dailies  seeks  full  time 
assistant  city  editor  to  help  lead  our  award 
winning  newsroom.  Successful  applicants 
must  relentlessly  sweat  the  small  stuff,  be 
great  communicators  and  have  a  vision  for 
excellence.  If  you  are  outgoing,  skilled  in 
copyediting  and  fluent  in  QuarkXPress  pagi¬ 
nation  and  are  willing  to  work  nights  and 
weekends  we  want  to  hear  from  you!  The 
Tribune  is  a  40,000  Knight  Ridder  newspa¬ 
per,  growing  in  circulation  and  dedicated  to 
doing  things  the  right  way.  San  Luis  Obispo 
is  a  terrific  environment  in  which  to  live  and 
work.  Send  cover  letter,  resume  and  five 
examples  of  your  best  writing  and  editing 
to  Human  Resources,  The  Tribune,  P.O. 
Box  112,  San  Luis  Obispo,  CA  93406.  EOE 


EDITORIAL 


SPORTS  -  The  News  Herald  in  Panama  City, 
FL,  is  seeking  a  combination  sports 
writer/sports  desk  person.  Candidate  must 
know  QuarkXPress.  One  or  two  years’  expe-  I 
rience  or  a  recent  sharp  college  grad.  Send  j 
resume  and  five  clips  to: 

Hal  Foster,  The  News  Herald  ! 

P.O.  Box  1940,  Panama  City,  FL  32402  j 

ASSISTANT  FEATURES  EDITOR  | 
The  Naples  Daily  News,  an  award-winning  j 
Florida  daily,  seeks  an  assistant  features  , 
editor  to  oversee  content  and  design  of  I 
daily  sections.  We  need  a  strong  team  j 
member  who  is  creative  and  trend  hungry, 
interested  in  family,  fashion,  fitness  and  j 
health  issues.  We  need  someone  who  can  ' 
collaborate  effectively  v4th  talented  writers  | 
and  photographers  to  achieve  our  goals: 
lively  stories,  reader-focused  sections,  pro¬ 
fessional  growth  for  all.  Contact  Features 
Editor  Harriet  Heithaus  at  (941)  2634779 
or  E-mail:  hkheithaus@naplesnews.com 

CITY  EDITOR 

One  of  America’s  finest  mid-size  dailies  1 
needs  a  city  editor.  The  Daily  Times-Call,  a  1 
seven-day  morning  newspaper  in  Long¬ 
mont,  Colorado,  is  looking  for  a  journalist 
with  a  passion  for  community  journalism, 
lots  of  energy  and  proven  leadership,  people 
and  organizational  skills.  We’re  looking  i 
for  someone  with  a  winning  track  record 
who  can  connect  with  today’s  readers  and  j 
today’s  reporters.  Send  applications  to  Hu-  ! 
man  Resources,  Attn:  City  Editor,  | 
Longmont  Daily  Times-Call,  P.O.  Box  299, 
Longmont,  CO  80502  or  E-mail:  , 

hr@Lehmancomm.com  i 


REPORTERS  WANTED  , 

The  Press  Democrat  in  Santa  Rosa,  CA,  a  j 
100,000<irculation  daily  owned  by  the  ! 
New  York  Times  Co.,  has  immediate  open-  i 
ings  for  two  reporters:  ; 

GOVERNMENT/POLITICS  REPORTER  j 
Thorough  knowledge  of  government 
(preferably  California  government)  and 
acute  political  instincts  are  necessary  for 
this  position.  Candidates  must  be  able  to 
recognize  pvernment-related  issues  of 
community  interest  and  write  people-based 
stories  about  them.  Clips  should  demon¬ 
strate  your  work  in  these  areas. 

GENERAL  ASSIGNMENT  REPORTER 
We  also  are  looking  for  an  experienced  re¬ 
porter  capable  of  taking  on  daily  stories; 
working  rewrite  of  major  wire  and  staff  sto¬ 
ries;  identifying  and  developing  projects; 
providing  analysis  of  major  stories;  and 
breaking  news. 

A  minimum  of  3  -  4  years  experience  is  pre-  j 
ferred  for  both  of  these  positions.  Also, 
computer-assisted  reporting  skills  and  a 
track  record  of  enterprise  work  and  source 
development  are  minimum  requirements  for 
candidates  for  both  positions. 

Santa  Rosa  is  an  hour  north  of  San  Francis¬ 
co  in  Northern  California  Wine  Country.  The 
newspaper  offers  a  full  range  of  benefits  to 
employees.  The  Press  Democrat  is  an 
equal  opportunity  employer,  seeking  to 
have  its  newsroom  reflect  the  makeup  of 
the  community.  Deadline  to  apply  is  July 
15.  To  apply,  send  6-10  work  samples 
and  a  resume  to:  The  Press  Democrat, 
ATTN:  Paul  Ingalls,  Senior  Editor,  P.O.  Box 
910,  Santa  Rosa,  CA  95402. 


EDITORIAL 


EDITOR/REPORTER  needed  to  cover  Mon-  i 
tana’s  third-fastest  growing  community  at 
Townsend’s  104  year-old  community  week¬ 
ly.  Experience  preferred,  strong  page  de¬ 
sign  skills  a  must.  Located  in  Southwest  i 
Montana,  Townsend  is  minutes  away  from  - 
great  hunting,  fishing,  and  outdoor  recrea-  | 
tion.  Competitive  salary.  Send  resume,  cov¬ 
er  letter,  samples  of  design,  editorial  and  j 
photography  to;  Linda  Kent,  Publisher,  I 
MHTN,  P.O.  Box  1011,  Townsend,  MT  | 
59644,  or  E-mail:  paprlady@mt.net.  j 


DEPUTY  NEWS  EDITOR  I 

The  News  &  Observer  in  Raleigh,  NC,  seeks  ! 
candidates  for  the  No.  2  news  copy  desk 
job.  We  want  7  to  10  years  experience  at 
daily  newspapers;  sound  news  judgment; 
strong  editing  skills;  and  some  supervisory 
experience.  Work  with  a  desk  that  has  a  re¬ 
spected  place  in  a  newsroom  dedicated  to 
professional  development.  Send  your  ; 
resume,  references,  work  samples  and  a  | 
cover  letter  to  Deputy  News  Editor  Job,  c/o  j 
Melanie  Sill,  Managing  Editor,  The  News  &  j 
Observer,  215  South  McDowell  Street, 
Raleigh,  NC,  27602.  Deadline:  July  27.  I 


DEPUTY  INFORMATION  MANAGER 
The  Chicago  Tribune  is  seeking  a  Deputy  In-  I 
formation  Manager  who  will  be  responsible  I 
for  directing  the  day-to-day  activities  of  its  j 
Editorial  Information  Center.  This  position  ! 
will  report  to  the  Information  Systems  Editor 
and  will  be  responsible  for  managing  i 
the  news  research  group,  the  Photo  and  j 
Database  Preparation  Managers,  and  the  in¬ 
formation  center’s  participation  in  computer 
assisted  reporting.  The  qualified  candidate  j 
will  have  an  undergraduate  degree  and  at  ! 
least  3  to  5  years’  management  experience  i 
at  a  metropolitan  newspaper  library  or  a  1 
special  library.  Working  knowledge  of  major  | 
commercial  databases,  including  Lexis- 
Nexis,  Dow  Jones,  Dialog,  and  Autotrack 
and  experience  or  training  on  computer  as-  j 
sisted  reporting  projects  are  also  required,  j 
For  immediate  consideration  all  resumes  I 
should  be  E-mailed  to: 

tribune@hiresystems.com  , 

using  job  code:  ctc/ctad/976HS  ! 

EDITOR  for  semi-weekly  newspaper  in  I 
Franklin,  VA.  Excellent  salary,  benefits.  For 
info  call  Hanes  Byerly  or  Jamie  Brown: 

(800)  562-9822 


COVER  SOUTH  FLORIDA’S 
MOVERS  &  SHAKERS 
The  Miami  Daily  Business  Review,  an 

award  winning  business  and  legal  daily 
in  Miami,  Fort  Lauderdale  and  West 
Palm  Beach,  is  always  looking  for  i 
WRITERS  with  a  thirst  for  breaking  ! 
news  and  a  flair  for  excellent  writing. 

Our  readers,  subjects  and  sources  are  | 
the  people  and  businesses  that  shape 
South  Florida.  If  you  can  meet  high  stan¬ 
dards  and  compete  in  an  intense  and  ex¬ 
citing  journalism  market,  please  send 
your  resume  and  clips  to; 

Editor,  Miami  Daily  Business  Review 
One  S.E.  Third  Avenue,  #900 

Miami,  FL  33131  I 


EDITORIAL 


PHOTOGRAPHER 

The  Alexandria,  (LA)  Town  Talk,  a  40,000 
Gannett  daily  in  central  Louisiana,  has  an 
immediate  opening  for  a  photographer  with 
3-5  years  experience  on  its  award-winning 
staff.  College  degree  in  photojournalism 
and  three  years  daily  newspaper  photogra¬ 
phy  experience  required.  Send  resume  with 
cover  letter  to  iJuman  Resources,  The 
Town  Talk,  P.O.  Box  7558,  Alexandria,  LA 
71306  or  E-mail  to: 

personnel@thetowntalk.com 


LOOKING  FOR  FUTURE  MANAGING  EDITOR 
The  Daily  Iberian,  an  award-winning  15,000 
circulation  paper  in  the  heart  of  Cajun  Coun¬ 
try,  is  looking  for  a  strong  City  Edi¬ 
tor/Assistant  Managing  Editor.  We’re  seek¬ 
ing  someone  who  wants  to  eventually  be 
managing  editor,  here  or  at  one  of  our 
other  papers.  Excellent  salary,  benefits, 
and  a  great  area  to  live.  Reply  to  Managing 
Editor  Scott  Turick,  The  Daily  Iberian,  P.O. 
Box  9290,  New  Iberia,  LA  70562. 

Or  E-mail  to;  dailyiberian@bellsouth.net 


DEPUTY  NEWS  EDITOR 
The  Dayton  Daily  News,  a  Pulitzer-prize  win¬ 
ning  Cox  Newspaper,  seeks  a  Deputy  News 
Editor,  the  second  in  charge  on  the  news 
desk.  This  is  a  hands-on  position  requiring 
some  editing  and  design.  Candidates 
should  have  at  least  3  years  of  supervisory 
experience,  a  strong  news  background  and 
superb  news  judgment.  Send  a  resume  and 
work  samples  to  Ray  Marcano, 
AME/Production,  Dayton  Daily  News,  45 
South  Ludlow  Street,  Dayton,  OH  45402. 
E-mail:  rmarcano@coxohio.com.  The  Daily 
News  values  diversity. 


EDITORIAL  POSITIONS 
Paginator/copy  editor  and  general  assign¬ 
ment  reporter  needed  for  six-day  Clovis 
News-Journal.  All  paginator  applicants  must 
be  skilled  in  Quark  and  Photoshop.  We  are 
a  Mac-based  design  desk.  Knowledge  of 
Freehand  and  Illustrator  a  plus. 
Webmaster-Dreamweaver  experience  help¬ 
ful.  One-two  years  experience,  but  will  con¬ 
sider  sharp  recent  grads  for  both  positions. 
Contact:  Dan  Cattau,  Editor,  Freedom 
Newspapers  of  New  Mexico,  P.O.  Box 
1689,  Clovis  NM  88102. 

e-mail:  dan_cattau@link.freedom.com 


BUSINESS  EDITOR 

National  and  regional  acclaim  and  awards 
have  followed  the  Mobile  (AL.)  Register’s 
rise  to  become  one  of  the  Southeast’s 
most  aggressive  daily  newspapers.  Now  is 
your  chance  to  join  the  team,  as  business 
editor.  The  100,000-plus  circulation  Regis¬ 
ter  -  a  Newhouse  newspaper  on  Alabama’s 
beautiful  Gulf  coast  -  seeks  an  experienced, 
hard-hitting  journalist  for  the  position.  Re¬ 
sponsibilities  include  story  development, 
staff  administration,  editing  of  daily 
copy,  writing  a  Sunday  column,  and 
hands-on  supervision  of  business  pages  and 
the  Sunday  business  section.  Candidates 
must  display  strong  word-editing  skills,  as 
well  as  the  ability  to  cultivate  enterprise  and 
lead  projects.  Coordination  of  graph¬ 
ics/photos  and  ability  to  coach  reporters 
essential.  Send  resume,  clips  to  Dewey 
English,  Managing  Editor,  Mobile  Register, 
P.O.  Box  2488,  Mobile,  AL  36652. 
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EDITORIAL 


FILM  EDITOR 

Daily  trade  publication  seeks  film  editor.  Re¬ 
quirements  include  demonstrated  business 
journalism  experience  with  entertainment 
emphasis.  Minimum  five  years  daily  repor¬ 
ting  experience  mandatory.  Some  manage¬ 
ment  preferred.  Resume,  clips  to:  Deputy 
Editor,  The  Hollywood  Reporter,  5055 
Wilshire  Blvd.,  6th  Floor,  Los  Angeles,  CA 
90036. 


INFORMATION  SYSTEMS 


SYSTEM  INSTALLER 

Specialist  experienced  with  the  Collier  Jack- 
son  (GEAC)  newspaper  business  manage¬ 
ment  system.  Knowledge  of  installing,  sup¬ 
porting,  and/or  customizing  this  product  is 
required.  Digital  Technology  International 
is  a  stable  32  year  old  company  that  pro¬ 
duces  systems  for  the  newspaper  industry. 
This  is  a  permanent  full  time  position  with 
great  benefits  and  working  environment. 
Send  resume  to  DTI,  Attn:  Kathy  Covalt, 
1180  North  Mountain  Springs  Parkway, 
Springville,  UT  84663.  FAX:  (801) 
853-5004.  E-mail:  kcovait@dtint.com.  All 
qualified  applicants  will  receive  considera¬ 
tion  for  employment  without  regard  to  race, 
creed,  color,  national  origin,  gender,  reli¬ 
gion,  sexual  orientation,  or  other  character¬ 
istics  protected  by  applicable  federal,  state 
or  local  law. 


MAILROOM 


MAILROOM  MANAGER 

The  Scranton  Times-Tribune,  Scranton,  PA 
(daily:  33,974  AM  -  35,648  PM  and 
77,898  Sunday)  has  an  immediate  opening 
for  a  Mailroom  Manager.  This  individual  will 
manage  mailroom  employees  while  working 
with  the  advertising  department  and  circula¬ 
tion  department  in  achieving  key  service 
and  quality  goals.  Must  have  knowledge  of 
inserting  and  mailroom  operations  and  re¬ 
lated  equipment,  be  computer  literate  and 
mechanically  inclined. 

The  successful  candidate  will  have  strong 
oral  and  written  communication  skills,  be 
team  oriented  and  possess  the  ability  to 
help  the  team  maintain  its  focus  in  achieving 
goals. 

Competitive  salary  plus  excellent  benefit 
package.  EOE.  E-mail  or  Fax  resume  to: 
jmcandrew@timesshamrock.com 
(570)  348-9119 


PHOTOGRAPHY 


DEPUTY  STATE  PHOTO  EDITOR 
AP  seeks  experienced  photographer,  and 
editor  to  work  with  state  photo  editor  to  su¬ 
pervise  and  coordinate  daily  photo  cover¬ 
age  of  NYC  and  suburban  areas.  Must  have 
superior  news  judgment  and  ability  to  moti¬ 
vate  staff  in  a  highly  competitive  news  envi¬ 
ronment.  Must  have  knowledge  about  AP 
photo  operations  and  have  experience  on 
major  breaking  stories.  Should  have  com¬ 
mand  of  Photoshop  and  other  photo  pro¬ 
grams  in  a  PC  environment.  Should  have 
supervisory  and/or  managerial  experience. 
To  apply,  send  resume  to:  The  Associated 
Press,  Attn:  Human  Resources,  50  Rocke¬ 
feller  Plaza,  New  York,  NY  10020. 

Or  E-mail  to:  apjobs@ap.org 


-HELP  WANTED-  /  ■  -POSITIONS  WANTED- 


MARKETING 


CIRCULATION  MARKETING  AND 
READERSHIP  DEVELOPMENT  MANAGER 
The  Modesto  Bee,  a  McClatchy  newspaper, 
located  in  the  heart  of  California’s  Northern  ; 
San  Joaquin  Valley  with  a  daily  circulation  of 
85,000,  is  seeking  a  results  oriented  mar¬ 
keting  manager.  Position  has  significant  re-  j 
sponsibility  in  the  areas  of  subscriber  acqui¬ 
sition  and  single  copy  sales  development. 
Will  be  responsible  for  the  development  and 
implementation  of  effective  sales/marketing  , 
programs  and  material  for  the  circulation  ! 
department.  Will  coordinate  consumer 
research  projects  and  implement  results 
into  actionable  plans  and  assist  in  the  plan¬ 
ning  and  placement  of  media  buys. 

Four-year  degree  required,  3  years- 
minimum  business  experience  in  the  areas 
of  marketing  and/or  sales  development. 
Position  requires  creative  problem  solving, 
excellent  communication  and  interpersonal 
skills,  solid  presentation  skills  and  strong 
math  and  analytical  skills.  E-mail  cover  letter 
and  resume  including  salary  requirements 
to:  pnielsen@modbee.com. 


PRESSROOM 


POCONO  PRESS  OPERATOR 
Award  winning  tri-weekly  seeks  experienced 
6-unit  Goss  Suburban  operator.  Daytime. 
4-Color  experience  needed.  You  won’t  ; 
make  city  pay,  but  you  will  live  and  work  in  i 
the  safe  and  beautiful  Pocono  Mountains  , 
where  world-class  hunting/fishing  abounds. 
Resume  to:  Press  Operator,  P.O.  Box  E,  : 
Honesdale,  PA  18431 .  E-mail  or  Call: 
newseagle@aol.com  (570)  2264547 

PRESSROOM  MANAGER  -  15,000  AM  daily  ' 
in  beautiful  Western  Massachusetts  looking 
for  quality  conscious  individual  to  manage  : 
camera,  plate  and  pressroom.  Send  ‘ 
resume  to  Doug  Hillman,  P.O.  Box  1367, 
Greenfield,  MA  01302-1367  or  call  (413) 
772-0261  ext.  288  or  E-mail: 

dhillman@recorder.com 

PRESSMAN  needed  for  4  color,  Goss  Com-  ■ 
munity,  four  high  web  work.  Busy  newspa¬ 
per  and  commercial  shop  offers  excellent  ' 
wages,  401(k),  insurance,  paid  vacations,  | 
relocation  expense.  Call:  News  Color  Press,  i 
(419)  947-9221  or  send  resume  to:  P.O. 
Box  149,  Mt.  Gilead,  OH  43338. 

PRESSROOM  MANAGER  ! 

A  Pennsylvania  daily  and  Sunday  newspaper  \ 
and  commercial  printing  operation,  part  ' 
of  a  growing  family  media  company,  is 
seeking  a  qualified  pressman/pressroom 
manager  to  operate  a  new  13-unit,  sin-  ■ 
gle-width  Dauphin  Graphics  press  and  man¬ 
age  pressroom/personnel  in  its  new  printing  | 
facility.  Candidate  must  have  previous  | 
management/supervisory  experience;  be 
able  to  train  existing  and  new  personnel 
and  be  quality  conscious.  Good  benefits,  j 
Salary  and  bonus  commensurate  with  expe-  , 
rience.  Send  resume,  references  and  salary  : 
requirements  to:  j 

James  E.  Towner,  Publisher  j 

The  Daily  &  Sunday  Review 
116  Main  Street,  Towanda,  PA  18848 


PRESSROOM 


PRESSROOM  SALES 

Dynamic,  established  company  is  seeking  a 
sales  professional  with  a  proven  track  rec¬ 
ord  in  newspaper  pressrooms  in  the  North¬ 
east,  Midwest  and  Southeast  Territories. 
Position  will  require  direct  sales  of  consum¬ 
able  products  to  newspaper  production  per¬ 
sonnel.  Emphasis  will  be  on  increasing  mar¬ 
ket  share.  Competitive  salary  +  commission 
compensation  package  with  benefits 
and  401(k).  Please  send  resume  in  confi¬ 
dence  to: 

Box  2179,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


PRODUCnON/TECH 


OPERATIONS  DIRECTOR 
The  Post  and  Courier 
Charleston,  SC 

Coordinates  and  facilitates  continuous  im¬ 
provement  in  all  aspects  of  the  production 
operation  of  The  Post  and  Courier.  This  po¬ 
sition  reports  to  the  General  Manager. 

The  successful  candidate  wili  be  accounta¬ 
ble  for  developing  and  evaluating  capital  op¬ 
erating  and  budget  plans  for  each 
sub-department  including  newsprint,  press¬ 
room,  mailroom  and  factory  maintenance 
and  construcbon. 

The  successful  candidate  is  an  independent, 
proactive,  team-oriented  individual  with: 
•The  ability  to  communicate  effectively 
with,  and  provide  leadership  for,  an  expe¬ 
rienced  management  team 

•  The  skill  to  develop  short  and  long  range 
plans 

•The  experience  of  implementing  quality 
printing  and  distribution  strategies  and 
monitoring  same 

•  The  proficiency  to  prepare  planned 
courses  of  action  for  growth  including 
capital  expenditures 

•  A  college  degree  or  commensurate  expe¬ 
rience  in  newspaper  production  manage¬ 
ment 

Charleston  and  its  communities  offer  a 
wide  diversity  of  recreational,  arts  and  cul¬ 
tural  experiences  to  its  citizens.  It  is  a  mar¬ 
ket  of  contrasts,  rich  in  history  and  roaring 
toward  the  future.  Its  tradition  and  charm 
are  what  makes  it  so  appealing  to  residents 
and  visitors. 

To  learn  more  about  Charleston  go  to: 
www.charleston.net 
Or  www.charlestonchamber.net 
Resumes,  along  with  salary  history  and  re¬ 
quirements,  may  be  sent  in  confidence  to: 

The  Post  and  Courier 
Lucy  Talley-Chapman,  General  Manager 
134  Columbus  Street 
Charleston,  SC  294034800 

E-mail:  ltalley@postandcourier.com 


“I  love  free  .speech!" 

-A1  G<»e.  l'.S.  vice  [nesklent,  l‘») 


_ ADVER'nSING _ 

TALENTED,  MULTILINGUAL  bookselling/ 
publishing  sales  and  marketing  professional 
with  over  20  years  experience  is  seeking  a 
challenging  position  in  companies  with  in¬ 
ternational  ties  or  sales  or  wanting  to  open 
up  international  markets. 

E-mail:  ldsalas@hotmail.com 
Or  Call  (617)  566-7972 


EDITORIAL 


BILINGUAL  (English-Spanish)  writer,  editor, 
translator  seeks  freelance  work  with  news¬ 
papers  and  trade/consumer  magazines. 
Virginia  Benvenuto  Earl  (949)  650-5529 
www.spanishtranslators.net 

VETERAN  SPORTS  JOURNALIST,  with  21 
years  experience  (from  agate  clerk,  to  man¬ 
aging  editor,  to  web  editor),  seeks  challeng¬ 
ing  position  with  an  up-andcoming  section 
looking  for  creative  input.  Let  me  develop 
the  specialty  sections  your  readers  want 
and  deserve.  Contact  Ken  Carpenter: 
ken@powerfade.com  (407)  616-6566 


EDITOR  &  PUBLISHER 
CLASSIFIED  RATES 


HELP  WANTED 

Line  rates:  $12.75  per  line,  per 
week,  three  line  minimum 
Black  and  white  display  ads 
$139.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  Increments 

EQUIPMENT  &  SUPPLIES 
INDUSTRY  SERVICES 
ANNOUNCEMENTS 
FEATURES  AVAILABLE 

line  rates:  $11.70  per  line,  per  week 
three  line  minimum 

Black  and  white  display  ads 

$139.00  per  col.  inch,  per  week 
one-inch  minimum 
half-inch  increments 

ALL  CATEGORIES 

Red  display  ads:  $59.00  per  week  in 
addition  to  black  and  white  display 
rates.  Frequency  discounts:  For 
both  line  and  display  ads,  mn  two  or 
more  weeks  and  enjoy  big  dis¬ 
counts.  Blind  boxes:  $25.00  per 
insertion;  counts  as  one  line  of  copy. 
The  identity  of  box  holders  cannot 
be  revealed.  Readers  are  advised 
not  to  send  samples  when  replying 
to  blind  box  ads;  we  are  not  respon¬ 
sible  for  the  recovery  of  samples. 

DEADLINE: 

Tuesday  prior  to  Monday  issue  date 


'')X'hat  i,s  a  television  apparatus  to  man,  who  has  onlt  to  shut  his  eyes  to  see  the  most  inaccessible  regions  of  the  .seen  and  the  never  .seen, 
who  has  only  to  imagine  in  order  to  pierce  through  walls  and  cau.se  all  the  planetarv'  Bagndads  of  his  dreams  to  rise  from  dast?" 

-Salv'ador  Dali,  Spanish  painter,  1‘>4S 


www.editorandpublisher.com 
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Culture  1 


Culture  Trends 


Mm 

BUZZWORTHY 

Buzzworthy  songs  are  usually 
by  new;  up-and-coming  artists 
who  MTV  believes  have  special 

The  HoUywoodReporter’s  Box  Office 

For  weekend  ending  June  25, 2001 

This  Last  3-Day  Days  In  Total 

Week  Week  Picture  Weekend  Gross  Release  Gross  Sales 

1  1  New  The  Fast  and  the  Furious  40,089,015  3  40,089,015 

2 

New 

Dr.  Doolittle  2 

25,037,039 

3 

25,037,039 

potential.  Of  the  videos  desig- 

3 

1 

Tomb  Raider 

19,786,356 

10 

83,820,442 

nated  as  Buzzworthy,  the  vast 

4 

2 

Atlantis:  The  Lost  Empire 

12,586,394 

17 

43,693,117 

majority  have  been  certified 
gold  or  platinum. 

5 

3 

Shrek 

10,405,731 

40 

215,232,017 

6 

4 

Swordfish 

7,718,759 

17 

53,229,341 

1 

Week  of  6/25/01 

7 

5 

Pearl  Harbor 

6,818,896 

31 

171,886,718 

* 

8 

8 

Moulin  Rouge 

3,851,923 

38 

43,433,722 

Artist/Group:  Nikka  Costa 
Song/Video:  "Like  a  Feather" 

Album:  Everybody  Got  Their 
Something... 

9 

6 

Evolution 

3,287,925 

17 

32,320,026 

10 

7 

The  Animal 

2,911,346 

24 

51,237,870 

11 

10 

The  Mummy  Returns 

1,570,745 

52 

196,209,370 

Talk  about  being  born  into  music. 
Costa  sang  at  the  age  of  five  with 

Don  Ho,  who  was  produced  by  her 

12 

9 

What’s  the  Worst  That  Could  Happen? 

1,161,885 

24 

30,284,635 

13 

13 

Memento 

675,845 

101 

19,082,204 

14 

18 

Sexy  Beast 

611,067 

12 

932,562 

father  -  who  in  turn  worked  with 

15 

17 

The  Anniversary  Party 

604,493 

17 

1,136,865 

Frank  Sinatra.  Her  music  leans 

more  towards  a  fusion  of  rock  and 
soul  (which  recently  landed  her  on 
the  Chris  Rock  Show’),  but  not  a 

16 

12 

Bridget  Jones’  Diary 

578,980 

73 

69,683,147 

17 

14 

With  a  Friend  Like  Harry 

338,517 

66 

3,045,065 

18 

11 

A  Knight’s  Tale 

278,946 

45 

55,001,689 

bad  way  to  start  anyway... 

19 

15 

La  Gaan 

238,148 

10 

594,585 

1 

Artist/Group:  Craig  David 
Song/Video:  "Fill  Me  In" 

Album:  Horn  to  Do  It 

20 

26 

Crocodile  Dundee  in  L.A. 

214,870 

66 

24,984,411 

21 

32 

Driven 

161,420 

59 

32,377,888 

22 

55 

Chocolat 

151,215 

192 

71,309,760 

Likening  his  sound  to  legends 

Stevie  Wonder  and  Michael 

Jackson  as  well  as  the  under- 

23 

20 

The  Golden  Bowl 

115,968 

59 

2,178,448 

24 

19 

0  Brother,  Where  Art  Thou? 

107,439 

185 

45,150,731 

25 

16 

Along  Came  a  Spider 

106,777 

80 

72,968,558 

appreciated  Terence  Trent 

26 

25 

The  Road  Home 

101,100 

31 

512,673 

D’arby,  David’s  album  is  set 

27 

37 

Himalaya 

90,278 

87 

790,714 

for  release  in  the  U.S.  in  July. 

At  age  18,  he  became  the  youngest 
British  male  to  score  a  #1  TIK  hit 

28 

22 

Save  the  Last  Dance 

83,407 

164 

90,868,932 

29 

24 

Blow 

80,964 

80 

52,937,130 

He  has  scored  seven  international 

30 

23 

Crouching  Tiger,  Hidden  Dragon 

73,023 

199 

127,794,696 

#rs  overall... 

©2001  MTV 

©2001  The  Hollywood  Reporter 

KBA  Newspaper  Presses 


Newspaper  Maker 


News,  stories,  features.  From  the  far  comers  of  the  globe.  Fresh  every 
day  in  your  newspaper.  To  achieve  this,  our  presses  are  in  action 
night  after  night,  the  world  over.  At  KBA  in  Wurzburg,  the  cradle 
of  press  engineering,  we  have  been  driving  advances  in  printing  ■ 
technology  for  more  than  183  years,  enhancing  safety,  speed,  I 
quality  and  colour.  Giving  you  the  benefit  of  our  unparalleled  know-  m 
how,  drawn  from  experience.  So  if  you  want  to  re-align  your  ^ 
newspaper  production  to  a  multimedia  future,  just  give  us  a 
call. 


For  further  information  please  contact: 

KBA  North  Amerka  Inc.,  Web  Press  Division,  P.O.  Box  1 201 5,  York,  PA  1 7402-061 5 
Tel;  (71 7)  505-1 1 50,  Fax:  (71 7)505-1 161,  E-mail:  gowen@kbapa.com 


Koenig  &  Bauer  AG 


It  irinrseieMiiffiL..  rrnti 


VKAR  B(K)K 

UHOSWHKRi 


Call  1-888-612-7095  to  Order  NOW! 

Buy  the  3  Volume  Set  for  only  $205  and  Save  40% 


I  Web  site  addresses,  ad  rates, 
installed  equipment,  special 
editions/sections,  newsprint  and 
other  commodity  consumption. 


EDlTORff^  PUBLISHER 


.  Ti 


_rj 


E&P '9  jkrtef^to^l  Year  Book  is  the^uHierttative  source  to  tjed  me  pi^pici(  you 
n6ed  tb  reach  and  the  information  you  need  to.  know  -  neWsplper  py 


1 


YEAR  IUM)K 


YEAR  HOOK 


u.S.  &  Canadian  Dailies 

•  U.S.  &  Canadian  Newspaper  Groups  &  Special  Dailies 

•  Foreign  Newspapers 

I  •  News,  Picture  &  Syndicated  Services 

•  Equipment/Interactive  Products  &  Services 


>  U.S.  &  Canadian  Community  Weeklies 

•  U.S.  &  Canadian  Shopper/TMC  Publications 

•  U.S.  &  Canadian  Specialty  &  Niche  Publications 

•  U.S.  &  Canadian  Weekly  Newspaper  Groups 

•  Other  Organizations  &  Industry  Services 


I  Dailies  throughout  the  world 
including  contact  names/titles, 
addresses,  phone/fax  numbers, 
local  population,  circulation, 
subscription  rates,  mechanical 
specs,  equipment,  news  services 
and  more! 

I  Community  papers,  shoppers, 
TMC’s,  specialty  and  niche 
publications;  alternative,  black, 
ethnic,  religious,  gay  and  lesbian. 


'5^.  3 

Alphabetical  listing  of  personnel  from  Dailies,  Weeklies, 
Groups,  Services,  Shopper  and  Niche  Publications. 

•  Name,  Title,  Company,  Phone,  City  &  State 


Also  available  on  CD-ROM  for  Windows®  and  Macintosh®. 
Targeted  Searches  -  Data  Exports  -  Customized  Mailing  Lists 
Call  (800)  336-4380  ext.  1  for  more  information. 


ROFILE 


Pro  golfers  weren’t  the  only  ones  who  made  the  green  at  the  U.S.  Open  in  Tulsa  last  month. 


Everything  is  OK 

fciiinni  n9 


Focus  ON 

Tulsa.  Okla. 


All  of  Oklahoma  is  a  stage  for  the  ‘World/  but  the  family-owned 
newspaper  rules  the  roost  at  home,  where  unemployment  is  low 

BY  EILEEN  DAVIS  HUDSON  AND  MARK  FITZGERALD 

The  U.S.  Open  Championship  may  have  been  a  frus- 
trating  tourney  last  month  for  pro  golfer  Tiger  Woods, 
who  was  unable  to  add  a  fifth  victory  to  his  string  of 
consecutive  major  championship  wins,  but  it  scored  a 
hole  in  one  for  media  in  the  host  city  of  Tulsa,  Okla.  The 
Southern  Hills  Country  Club  event  generated  more  than  $75  million 
for  the  local  economy,  including  incremental  ad  and  circulation  rev¬ 
enue  for  the  market’s  dominant  daily,  the  family-owned  Tulsa  World, 

the  only  newspaper  game  in  town.  Robert  E.  Lorton  III.  The  section  was  the 

The  World  exploited  the  U.S.  Open  mar-  largest  2md  most  elaborate  the  paper  had 

keting  opportunity  with  both  short-term  ever  published. 

circulation-  and  revenue-building  tactics  Beginning  June  13,  the  day  before  the 

and  a  long-term  strategy  to  get  advertisers  tournament  began,  the  World  ran  daily 

to  think  about  the  new-spaper  in  an  entirely  special  sections  on  the  Open.  The  sections 
new  way.  Short  term,  the  tournament  was  ran  a  minimum  of  14  pages,  including 
an  unalloyed  success  for  the  paper.  The  advertising.  The  paper  also  ran  an  Open 

World  kicked  off  Open  coverage  with  a  96-  story  on  Page  One  every  day  during  the 

page,  hill-color  preview  in  its  Sunday,  June  event  and  featured  related  stories  in  its 

10,  editions  that  generated  more  than  $1  “Business”  and  “Living”  sections,  said  Joe 

million  in  revenue,  said  World  President  Worley,  World  executive  editor. 


Robert  E.  Lorton  III.  The  section  was  the 
largest  2md  most  elaborate  the  paper  had 
ever  published. 

Beginning  June  13,  the  day  before  the 
tournament  began,  the  World  ran  daily 
special  sections  on  the  Open.  The  sections 
ran  a  minimum  of  14  pages,  including 
advertising.  The  paper  also  ran  an  Open 
story  on  Page  One  every  day  during  the 
event  and  featured  related  stories  in  its 
“Business”  and  “Living”  sections,  said  Joe 
Worley,  World  executive  editor. 


www.editorandpubllsher.com 


Beyond  the  special 
sections  —  which  began 
last  April  with  a  28- 
page  product  featuring 
information  on  every 
public  and  private  golf 
course  in  Oklahoma  — 
the  U.S.  Open  presented 
an  opportunity  to  por¬ 
tray  the  World  as  more 
than  a  venue  for  price 
and  item  advertising, 
said  Advertising  Direc¬ 
tor  Lynette  Scott. 

“We  feel  this  event 
really  helped  us  turn  the 
comer  in  presenting  the 
paper  as  a  place  for  image  advertising  and 
as  a  paper  that  a  business  can  use  for  its 
branding  strategy,”  she  said.  The  sales  staff 
was  encouraged  to  work  together  to  sell 
programs  rather  than  individual  ads.  “Now, 
after  the  Open  is  gone,  they  are  still  out 
there  selling  programs,”  Scott  said.  “It  made 
believers 
not  only  of 
advertisers  — 
but  the  sales 
staff,  too.” 

With  this 

new  approach,  the  World  greatly  expanded 
its  reach  into  the  banking  and  financial- 
services  advertising  categoiy,  Scott  said. 

The  emphasis  on  branding  also  helped  win 
back  cellular-phone-service  advertisers  who 
had  cooled  their  campaigns  in  the  past 
year,  she  said. 

The  U.S.  Open  also  allowed  the  paper  to 
showcase  the  greater  number  of  available 
color-ad  page  positions  and  the  much  bet¬ 
ter  reproduction  of  the  nation’s  first  entirely 
shaftless  offset  printing  press.  “Our  old 
image  among  advertisers  was  that  they  had 
to  take  whatever  they  got,”  Scott  said.  “Our 
reproduction  was  not  the  best,  and  we  had 
limited  color  capacity.  Now  they  can  expect 
to  have  the  best  quality  for  their  ad.” 

The  press,  manufactured  by  the  Swiss 
company  Wifag,  is  unique  in  another  way: 

It  prints  a  paper  that  is  52  inches  wide  — 
midway  between  the  traditional  54-inch 
web  width  and  the  narrower  emerging 
industiy’  standard  of  50  inches.  “Well,  we’re 
an  independent  paper,”  Scott  said  with  a 
laugh  about  the  idiosyncratic  width. 

The  World’ s  circulation  averaged  143,582 
during  the  six  months  ended  March  31,  a 
decline  of  6.1%  from  the  same  period  a  year 
before,  according  to  the  Audit  Bureau  of 
Circulations.  The  paper’s  Sunday  circula- 
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tion  was  206,801,  a  drop  of  3.3%.  The 
World  markets  itself  as  a  statewide  paper, 
with  national  and  international  news.  The 
paper  publishes  five  zoned  editions  each 
day:  Midtown,  Southside,  Eastside,  West- 
side,  and  Broken  Arrow.  With  Tulsa’s 
unemployment  rate  still  a  miniscule  2.7%, 
the  World  has  been  largely  spared  the 
swoon  in  classified  advertising  that  has 
devastated  papers  nationwide,  said  Scott. 

Special  sections  are  increasingly  a  staple 
of  the  paper’s  editorial  offerings.  Last  year, 
the  daily  ran  a  section  on  capital  punish¬ 
ment  in  connection  with  the  debate  over 
the  death  penalty  given  convicted  Okla¬ 
homa  City  bomber  Timothy  McVeigh.  (The 
12-page  World  section  won  a  first-place 
award  for  public  service  from  the  Okla¬ 
homa  Press  Association.)  The  World  also 
publishes  “Satellite,”  an 
occasional  department 
within  its  “Living”  section 
that  is  written,  designed, 
and  produced  by  local  high- 
school  students. 

In  Tulsa,  the  World  is 
all.  In  the  distant  town  of 
Bartlesville,  about  50  miles 
north  of  the  city,  Joseph 
Edwards,  publisher  of 
Donrey  Media  Group’s 
Examiner-Enterprise, 
praises  the  World  as  “one 
of  the  best  newspapers  in 
the  Southwest,  with  a  lot 
more  news  hole  than  others 
of  its  size.”  The  Examiner- 
Enterprise,  with  a  weekday  circulation 
of  11,017  and  Sunday  sales  of  13,438 
copies,  said  it  is  proud  of  its  75%  daily 
household  penetration,  but  doesn’t  pretend 
to  compete  for  either  advertising  or  news 
coverage  with  the  World. 

About  50  miles  south  of  the  city,  Gannett 
Co.  Inc.  publishes  the  Muskogee  Daily 
Phoenix  &  Times-Denwcrat,  with  circula¬ 
tion  of 19,088  daily  and  20,078  Sundays. 

TV:  Four  hours  in  Tulsa 

Tulsa’s  single  biggest  media  benefactor 
from  the  U.S.  Open  was  KJRH-TV,  the 
E.W.  Scripps  Co.’s  NBC  affiliate.  In  addi¬ 
tion  to  airing  NBC’s  coverage  of  the  tour¬ 
ney,  KJRH  aired  half-hour  local  specials  on 
nine  days  before  and  during  the  event.  Bill 
Sevenoaks,  the  station’s  general  sales  man¬ 
ager,  said  the  additional  revenue  from 
Open  programming  nearly  doubled  what 
the  station  took  in  when  NBC  last  carried 
the  Super  Bowl  in  1997. 

KJRH  was  counting  on  its  connection  to 


the  biggest  sports  event  to  hit  the  market  in 
!  years  to  help  boost  its  profile  in  Tulsa,  the 
nation’s  59th-largest  T\^  market  with 
490,160  TV  households,  as  per  Nielsen 
Media  Research.  For  years,  KJRH  has  run 
I  a  distant  third  in  the  local  TV  news  ratings. 

Allbritton  Communications  Co.’s  ABC 
affiliate,  KTUL-TV,  is  the  established  news 
leader  in  the  market.  For  the  past  10 
Nielsen  books,  KTUL’s  10  p.m.  news  has 
been  the  top-performing  late  newscast 
among  all  ABC  affiliates.  During  other 
j  news  time  periods,  particularly  at  5  and  6 
'  p.m.,  KTUL  is  in  a  ratings  dogfight  with 
KOTV-TV,  Griffin  Communications  LLC’s 
i  CBS  affiliate.  Pat  Baldwin,  KTUL  vice  pres- 
1  ident  and  general  manager,  said  that  his 
outlet  has  stability  on  its  side.  The  station’s 
news,  weather,  and  sports  anchors  have  all 


been  on  the  staff  between  a  dozen  and  20 
years,  and  several  KTUL  reporters  have 
'  worked  in  the  market  for  many  years. 

When  breaking  news  takes  place,  a  majori- 
'  ty'  of  Tulsa-area  viewers  turn  to  KTUL, 
Baldwin  said.  “Weather  is  king  here,”  he 
added.  KTUL  also  has  rights  to  Big  12 
Conference  football  games  featuring  the 
University  of  Oklahoma  and  Oklahoma 
State  University. 

Oklahoma  City-based  Griffin  acquired 
KOTV  last  December  from  Belo. 

Clear  Channel  Communications  Inc.  is  a 
powerful  player  in  Tulsa’s  local  media.  The 
company  owns  six  radio  stations  and  Eller 
Media  Co.,  the  area’s  dominant  outdoor 
advertising  business.  In  December,  it  cre- 
I  ated  Tulsa’s  first  TV  duopoly  by  acquiring 
I  UPN  affiliate  KTFO-TV  to  go  cdong  with 
I  its  Fox  affiliate,  KOKI-TV.  Neither  outlet 
carries  local  news  programming.  In  an 
;  effort  to  promote  its  various  media  brands 
in  the  market.  Clear  Channel  this  month 
staged  the  first  Clear  Channel  Riverfest, 


a  two-day  event  on  the  banks  of  the 
Arkansas  River,  which  runs  through  Tulsa. 
Hanson,  the  boy  band  of  brothers  who  hail 
from  Tulsa,  headlined  the  Riverfest,  which 
attracted  an  estimated  15,000  people. 

Tulsa’s  WB  affiliate,  KWBT-TV,  was 
acquired  this  past  February  by  Cascade 
Broadcasting  Group  LLC.  Another 
broadcast  outlet  in  the  market  is  KDOR-  i 
TV,  which  was  acquired  in  June  of  last  j 

year  by  Trinity  Broadcasting  Network,  a  I 

Christian  company.  KDOR’s  primary  i 

competitor  is  LeSEA  Broadcasting’s 
KWHB-TV,  another  Christian  outlet  in 
the  market.  A  large  number  of  area 
residents  are  Christians,  and  Oral  Roberts 
University,  the  well-known  Christian 
liberal-arts  college,  is  located  in  Tulsa. 

In  local  cable,  Cox  Communications 
Inc.  is  the  dominant 
operator  in  the  market.  Cox  I 

provides  local  advertising  i 

insertions  on  the  eight  ! 

cable  systems  it  controls  in 
the  designated  market  area 
(DMA)  through  its  advertis¬ 
ing  arm,  CableRep.  Alto¬ 
gether,  CableRep  can  insert 
commercials  on  systems 
that  serve  216,000  sub¬ 
scribers.  Cox  controls  about 
60%  of  the  cable  households 
in  the  DMA.  Overall  cable 
penetration  in  Tulsa, 
however,  is  just  63%,  well 
below  the  average  of  73% 
in  the  country’s  top  50  mar¬ 
kets,  according  to  Scarborough  Research. 
Some  25%  of  the  market’s  residents  are 
connected  to  satellite  TV  services,  almost 
double  the  national  average. 

The  Tulsa  radio  market  is  ranked  No. 

64  in  the  country  by  Arbitron.  Cox  Radio’s 
five  outlets  in  Tulsa  have  a  combined 
listener  share  of  28.4  and  control  nearly 
32%  of  the  radio  advertising  dollars  spent  j 
in  the  market,  according  to  BIA  Financial  ( 
Network.  Rock  is  one  of  the  dominant 
formats  in  Tulsa,  along  with  country  i 

and  news/talk.  Clear  Channel  owns  six  i 
stations  in  the  market,  with  a  combined  ' 
listener  share  of  18.7  and  revenue  share 
of  19.7%,  according  to  BIA.  | 

KTBZ-AM  is  the  only  sports  outlet  in  | 
the  market.  KVOO-AM  has  more  of  a  | 

mainstream  listenership.  The  outlet,  I 

celebrating  its  75th  anniversary  this  year, 
is  the  oldest  commercial  station  in  Okla¬ 
homa  and  was  the  launching  pad  for  Bob 
Wills  and  the  Texas  Playboys,  considered 
the  fathers  of  Western  swing  music.  II 


NEWSPAPERS: 


THE  ABCS 

Tulsa  County:  226,697  Households 

Daily 

Circulation 

Sunday 

Circulation 

Daily  Marliat 
Penetration 

Sunday  Marliat 
Penetration 

Tulsa  World 

Wagoner  County:  21,104  Households 

99,878 

139,289 

44.1% 

61.4% 

Muskogee  Daily  Phoenix  &  Times-Democrat 

1,528 

1.488 

7.2% 

7.1% 

Tulsa  World 

Creek  County:  25,841  Households 

5,574 

8,673 

26.4% 

41.1% 

Tulsa  World 

7,011 

10,813 

27.1% 

41.8% 

Mayes  County:  14,967  Households 

Tulsa  World 

Osage  County:  15,821  Households 

2,911 

4,632 

19.4% 

30.9% 

Examiner-Enterprise,  Bartlesville 

491 

587 

3.1% 

3.7% 

The  Daily  Oklahoman,  Oklahoma  City 

272 

243 

1.7% 

1.5% 

The  Ponca  City  News 

364 

452 

2.3% 

2.9% 

Tulsa  World 

Rogers  County:  27,115  Households 

3,359 

4,482 

21.2% 

28.3% 

Tulsa  World 

6,216 

9,655 

22.9% 

35.6% 

Source:  Audit  Bureau  of  Circulations 
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SYNDICATES 


Los  Angeles  Times  Syndicate  International’s  executive  editor 
talks  about  his  new  job  and  the  growing  foreign  market 


BY  DAVE  ASTOR 


HOW  DOES  ONE  BECOME  EXECUTIVE  EDITOR  OF  LOS 

Angeles  Times  Syndicate  International  (LATSI)? 
For  John  Simpson,  it  resulted  from  a  career  with 
stints  as  founding  managing  editor  and  deputy  ed¬ 
itor  of  USA  Today's  international  edition,  presi¬ 
dent  of  the  World  Editors  Forum,  journalism  professor  in  Ireland, 
and  consultant  to  The  Irish  Times  and  The  Jamaica  Gleaner.  And, 
about  a  decade  ago,  he  began  working  with  LATSI  head  Jesse  Levine 


to  syndicate  USA  Today  content. 

“LATSI  is  a  brand  that’s  very  well  known 
in  the  world,”  observed  Simpson,  who  said 
this  helps  explain  why  Chicago-based 
TVibune  Media  Services  (TMS),  when 
taking  over  the  domestic  Los  Angeles 
Times  Syndicate  last  year,  kept  LATSI  alive 
and  headquartered  in  Los  Angeles. 

The  1971-1999  Gannett  Co.  Inc.  veteran 
said  his  newspaper  background  helps  him 
in  his  job.  “I  understand  the  editor’s  per¬ 
spective,”  he  noted.  Simpson,  who  joined 
LATSI  in  April,  also  understands  the  differ¬ 
ences  between  U.S.  and  foreign  papers; 
abroad,  some  top-tier  papers  are  national 
and  news  pages  are  often  opinionated.  And 
Simpson,  53,  understands  the  differences 
between  U.S.  and  foreign  syndication. 

“A  primary  requirement  for  international 

et  cetera  . . . 

Knight  Ridder/Tribune  Information 
Services  is  distributing  a  package  of 
stories,  graphics,  and  photographs  about 
child  slavery  on  African  cocoa  farms. ... 
AccuWeather.com  has  relaunched  its 
“Hurricane  and  Tropical  Storm  Center,” 
which  includes  forecasts,  maps,  safety 
information,  trivia,  and  more. 


syndication  is  having  material  that  crosses 
borders ...  and  has  some  sort  of  universal 
appeal,”  he  said.  “There  may  be  a  greater 
emphasis  on  high-profile  figures.”  For  in¬ 
stance,  Henry  Kissinger’s  TMS-LATSI  col- 
;  umn  sells  better  abroad  thsm  in  America. 

Also,  LATSI  does  well  syndicating  high- 
profile  magazines  such  as  Time-,  finds  that 
foreign  papers  are  more  willing  to  buy  “one- 
shots”;  and  edits  pieces  to  eliminate  U.S.¬ 
centric  statistics  and  references.  And  there 
are  language  differences,  of  course.  LATSI 
i  offers  content  in  Spanish,  while  client  pa- 
;  pers  often  translate  in  non-Spanish  nations. 

Foreign  papers  have  “something  of  a 
love-hate  relationship”  with  American 
content,  said  Simpson.  Foreign  editors 
might  acknowledge  the  dominance  of  U.S. 
culture,  and  want  pieces  about  American 
celebrities  and  entertainment.  But,  he 
i  added,  “it’s  understandable”  that  they 
j  “want  to  maintain  their  own  culture.” 

Simpson,  who  noted  that  foreign  papers 
usually  have  more  material  about  the  Unit- 
i  ed  States  than  U.S.  papers  have  about  other 
I  nations,  said  he’d  like  LATSI  to  offer  more 
non-U.S.  material.  It  already  has  some,  in¬ 
cluding  content  from  Spain’s  El  Pais  paper, 
j  How’s  international  syndication  doing? 

!  Simpson  said  a  weakening  economy  slowed 
i  growth  somewhat  this  year,  but  business 
has  been  good  the  past  decade  or  so.  Some 


reasons:  foreign  papers  often  pay  more  for 
features,  new  clients  emerged  as  Eastern 
Europe  and  Latin  America  democratized, 

more  content  is  being - 

sold  to  regional  for¬ 
eign  papers  (in  addi¬ 
tion  to  top-tier  ones), 
and  delivery  is  easier 
in  this  digital  age. 

Simpson  did  note 
that  cyberspace  can 
be  a  mixed  blessing. 

“The  Web  bas  been  a  ,  . 

,  ,  -  John  Simpson 

tremendous  boon  for 

delivery,  but  it  raises  issues  of  inappropriate 
use  of  copyrighted  material,”  he  said. 

LATSI  —  which  mostly  uses  its  own 
salespeople  rather  than  independent  agents 
—  also  has  offices  in  Hong  Kong,  London, 
New  York,  and  Salt  Lake  Qly.  Its  140  or  so 
offerings  include  weather  information  from 
the  Web’s  Weather  Underground,  which  it 
just  started  representing.  Much  LATSI  con¬ 
tent  is  syndicated  in  the  United  States,  too, 
by  TMS.  Atlantic  Syndication  Partners  — 
formed  last  year  by  TMS,  Universal  Press 
Syndicate,  and  Editors  Press  Service  —  also 
continues  to  sell  TMS  content  abroad.  11 


Help  Wanted? 

Employment  Ad 
Revenue  Down? 
We  Can  Help! 


Help  Wanted:  Survivor's 
Guide  to  Empioyment 
Advertising  Revenue 

A  comprehensive  68-page  report  from 
the  writers  and  consultants  of 
Classified  Intelligence,  L.L.C. 
Available  for  $295 


WE  ALSO  PROVIDE  SALES  TRAINING, 
RATE  REVIEWS  AND  CONSULTING  FOR 
ONLINE  EMPLOYMENT  SERVICES 

Visit  our  Web  site: 

www.aimgroup.com/reports 

or  call 

(407)  788-2780 

Classified  Intelligence,  l.  l.  c. 


Consulting  Services  for  the 
Interactive  Classified  Industry 


I  Affiliated  with  the  Advanced 
Interactive  Media  Group,  llc. 
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TECHNOLOGY 


NEW  TNENDS  IN  TECH 


EROM  Em  TO  WENT 


WitTi  color  inlc  use  rising  almost  45%  tTie 
I  East  five  years,  said  WerfeT,  newspapers  have 
adopted  automatic  ink  suppTies,  ink  pre¬ 
setting,  register  controls,  and  wash-up 
systems.  Color  management,  sometimes 
!  using  spectrophotometers,  is  on  the  rise,  as 


Executives  from  four  continents  brief  their  counterparts  at  Nexpo 


BY  JIM  ROSENBERG 

PDF  CIRCULATION,  NEWS  VIA  CELL  PHONE,  100%  CTP,  A 
virtual  newsroom.  From  different  corners  of  the  world, 
all  are  new  ways  to  produce  and  sell  news  in  print,  if  not 
always  on  paper.  And  all  are  parts  of  trends  reported 
at  the  Newspaper  Association  of  America’s  recent 
Nexpo  trade  show  by  industry  executives  from  four  distinct  regions. 

Once  pagination  made  possible  a  separation  of  publishing  offices 
and  production  plants,  said  Pacific  Area  Newspaper  Production 


Association  Executive  Director  Frank 
Kelett,  the  newspap)er  l)ecame  a  client  of  an 
operation  where  a  production  director  can 
independently  apply  manufacturing  dis¬ 
ciplines.  This  has  allowed  most  large  opera¬ 
tions  to  run  at  4.5%  waste  —  acceptable,  he 
said,  given  the  color  printing  volume. 

Kelett  said  that  as  these  sites  add  dryers, 
gluers,  stitchers,  three-side  trimmers, 
digital  inkers,  spray  bar  dampeners,  auto¬ 
matic  blanket  washers,  and  color  ;  — 
register  systems  (“high  on  the  shop-  | 
ping  list”),  they  are  also  adding  to  | 
their  mix  of  in-house  training  and  S 

association  workshops  a  return  to  | 

the  practice  of  apprenticeship.  i 

Digital  technologies  are  every¬ 
where,  said  Kelett.  But  even  though 
a  survey  looking  five  to  10  years  out  '' 
found  computer-to-plate  (CTP)  “is  top  of 
mind  for  eveiy'one,”  he  said  News  Corp.’s 
technolog}-  chief  still  believes  CTP  is 
uneconomical  for  most  papers. 

One  Australian  daily,  said  Kelett,  boosts 
circulation  while  cutting  costs  by  e-mailing 
editions  in  portable  document  format 
(PDF)  to  outlying  areas  for  regular 
subscription  fees. 

Hitoshi  Saito,  North  American  represen¬ 
tative  of  Japan’s  NSK  publishers  emd  edi¬ 
tors  association,  reported  more  than  a 
quarter  of  his  compatriots  own  Web-en¬ 
abled  cell  phones.  The  “good  news  for  news¬ 


papers,”  he  said,  is  that  “people  do  not  hesi¬ 
tate  to  pay  an  extra  one  or  three  dollars  p)er 
month”  to  get  information  on  a  cell-phone 
screen.  While  admitting  “we  don’t  know 
how  this  phenomenon  will  evolve,”  he  said 
some  Japanese  newspapers  do  make  mon¬ 
ey  supplying  content  for  cell-phone  surfers. 

Other  news  of  note  from  Japan:  auto¬ 
mated  page  feeds  from  Dow  Jones  &  Co. 
Inc.’s  Riverside,  Calif.,  plant;  achievement 


“People  do  not  hesitate 


is  use  of  better-qualit}’ 
newsprint  and  a  coat¬ 
ed  stock  suitable  for 
cold-set  printing. 

Automation  and 
cost-cutting  technolo¬ 
gies  include  content- 
management  and 

cross-media  publish-  ^  j  uj  j  i 
ing  systems,  automatic  WSHirBll  WBITBI 
color  reproduction 

systems,  print  standardization,  digital  ad 
delivery,  and  CTP.  In  Europe,  where  plate¬ 
setting  increased  to  464  from  125  sites  in 
2000,  CTP  is  expected  to  take  100%  of  the 
newspaper  market  in  the  next  few  years, 
Werfel  reported. 

Within  10  years,  he  predicts,  compact 
press  designs  (e.g.,  KBA’s  Cortina  press) 
will  allow  installations  “in  a  normal  build¬ 
ing”;  no-dampener  (single-fluid  and/or 
waterless  ink)  presses  will  arrive  for  news¬ 
papers;  and  digital  printing  will  take  hold 
(a  British  firm  produces  two,  soon  three, 
foreign  papers  on  an  Oce  printer;  Japan’s 
Toyo  Ink  plans  to  use  an  Elcorsy  press  for 
“instant  newspapers”  at  special  events). 

From  Brazil,  Estado  de  Minas  and  Didrio 
da  Tarde  Technology  Director  Guilherme 
A.  Machado  cited  six  years  of  circulation  in¬ 
creases,  growing  color  printing,  and  Ire- 
quent  redesign  at  his  country’s  five 
national  and  460  regional  dailies  and 


to  pay  an  extra  $1  to  $3  2,020  nondailies.  Those  nationals 

,  „  „  ,  have  created  Brazil  Ad,  a  one-order, 

per  month  tor  Web“  one-blll  buy  to  put  an  ad  in  the  1.35 


enabled  cell  phones. 


—  HITOSHI  SAITO 


one-bill  buy  to  put  an  ad  in  the  1.35 
million  copies  reaching  4  million 
readers  of  all  five  papers. 

In  addition  to  technologies  men- 


Nihon  Shimbun  Kyokai  tioned  by  others,  Machado  listed  cus- 


of  a  0.16%  web-break  rate  by  automating 
all  newsprint  handling;  slow  adoption  of 
CTP;  and  optimism  about  color  manage¬ 
ment  that  “is  still  in  a  delicate  situation.” 

Continuing  to  grow  in  Europe,  color 
accounts  for  investments  that  have  filled 
press  makers’  order  books  for  three  to  four 
years,  according  to  Manfred  Werfel, 
research  and  consulting  director  at  lira, 
the  international  newspaper  technology 
organization.  While  black-ink  consumption 
declined  in  the  first  quarter  by  5%,  said 
Werfel,  use  of  color  inks  rose  20%,  with 
some  sites  using  as  much  color  as  black. 


tomer-relationship  management  systems  — 
“one  of  the  main  projects  of  the  Brazilian 
newspaper  industry”;  multiple-media 
virtual  newsrooms  that  rely  on  various 
communications  technologies,  including 
voice  recognition,  to  keep  reporters  and 
editors  linked  to  one  another  and  to 
systems  and  resources;  and  personalized 
newspapers  made  possible  by  CTP  imaging. 

If  Machado’s  last  item  still  seems  like  a 
stretch,  consider  a  Swiss  publisher’s  plate¬ 
less  prediction,  related  by  Werfel:  The  Neue 
ZiircherZeitung  will  print  on  computer-im¬ 
aged  press  cylinders  by  September  2004.  II 


<•7, 


20  EI>rrOR& PUBLISHER  JULY  2,  2001 


www.editorandpublisher.com 


Dirty  minds  want  to  know 

Imagine  what  you  could  do  in  your  home  with 
a  tiny  wireless  video  camera,  only  1.25  inches 
in  diameter.  That  is  exactly  what  XIO,  the 
creator  of  these  cameras,  wants  people  to  do. 

As  its  ubiquitous  Web  ads  invitingly  ask,  “What 
would  you  like  to  see?”  It  suggests  placing  the 
camera  in  “a  nursery,  backyard,  living  room, 
front  porch,  den  or  bedroom.” 

According  to  latimes.com,  the  Los  Angeles 
Times’  Web  site,  some  viewers  of  the  “pop- 
under”  ads  were  offended  by  their  suggestion 
that  the  tiny  cameras  could  become  bedroom 
eyes.  Based  on 
the  complaints 
I  from  visitors, 
latimes.com 
asked  the  company 
to  make  its  ad  copy 
more  “tasteful.”  The 
'  ads,  minus  the  bedroom 
mention  (but  still  with  a 
young  female  model),  are  also 
now  running  on  The  New  York  Times  on  the 
Web.  Christine  Mohan,  a  New  York  Times 
spokeswoman,  told  E&P  that  it  “did  not  request 
that  [XIO]  change  the  copy,”  but  was  given  the 
newly  edited  ad  to  run  anyway. 

—  Kathryn  Wade 


Crash-test  dummies 

A  judge  in  Woodhaven,  Mich.,  has  reminded 
local  police  officers  that  newspaper  photogra¬ 
phers  have  the  right  to  take  pictures  at  acci¬ 
dent  scenes.  District  Judge  Michael  McNally  on 
June  21  dismissed  a 
misdemeanor  charge 
against  Detroit  Free 
Press  photographer 
Gabriel  Tait  for  refusing 
to  leave  the  site  of  a 
truck  crash  on  Interstate 
75  last  March.  He  also 
found  that  the  police 
Tait:  Police  nix  pix,  deliberately  destroyed 
but  lose  in  court.  Tait's  film. 


A  shot  and  a  chaser 

In  yet  another  attempt  to  save  money,  in 
this  case  on  lighting  bills,  Knight  Bidder  has 
installed  motion  detectors  at  its  Saint  Paul 
(Minn.)  Pioneer  Press  that  turn  lights  on  and 
off  —  in  employee  rest  rooms.  ...  Our  favorite 
recent  typo  appeared  in  the  Courier  News 
1 1  of  Bridgewater,  N.J.,  the  day  after  a  June 
i  1 1  execution:  “McVeigh  showed  no  quilt.” 

o  I 

©  I  I - — _ _ _  _ _ - 


THE  BEST  —  AND  REST  —  OF  THE  PRESS 

''That’s  how  it  goes  when  a  movie  star 
and  a  dragon  are  involved.” 

-  PHIL  BRONSTEIN,  “SAN  FRANCISCO  CHRONICLE,” 

ON  OFFBEAT  COVERAGE  OF  THE  NOW-FAMOUS  ZOO  ATTACK 


DAVID  HOBBY,  THE  SUN,  BALTIMORE,  JUNE  20 

Maybe  he  should  see  his  dentist  more  often,  david 
Hobby  was  on  the  way  to  getting  a  crown  on  a  tooth 
during  his  lunch  hour  when,  in  Ellicott  City,  Md.,  he 
spied  a  nice  gentleman,  Karl  Avellar,  out  in  a  field  painting  a  land¬ 
scape.  “It  was  totally  serendipitous,”  Hobby  said.  He  spent  about  10 
minutes  with  the  fellow  and  only  then  realized  that  he  could  line 
up  a  photo  jiLst  so  —  thanks  to  the  screen  in  his  Nikon  Dl 
digital  camera.  It  made  Page  One  the  next  day.  —  Greg  Mitchell 
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Getting  It  Right 


With  future  U.S.  professors,  legislators,  and  journalists  stealing 
‘offensive’  papers,  the  First  Amendment  has  had  a  tough  year 


Much  was  made  in  the  media  of  Brown 
University  students  —  infuriated  by  David 
Horowitz’s  ad  against  reparations  for  slavery  in 
The  Brown  Daily  Herald  —  stealing  a  press  run 
of 4,000  copies.  Many  copies  of  Daily  Cali¬ 
fornian,  the  student  newspaper  of  the  University  of  California  at 
Berkeley,  also  were  plundered.  And  at  other  student  papers  that  ran 
the  ad,  demonstrators  invaded  the  offices,  demanding  the  instant 


resignation  of  editors,  among  other  actions. 

Missing  from  this  rejxjrting  was  the 
fact  that  contempt  for  the  right  to  publish, 
and  the  corollary  rights  of  readers,  has 
been  commonplace  on  college 
campuses  for  more  than  a 
decade.  Around  the  country,  the 
Student  Press  Law  Center 
(SPEC)  in  Arlington,  Va.,  lists 
205  such  thefts  —  sometimes 
including  the  burning  of  the 
newspapers  —  since  it  began 
compiling  statistics  in  1993. 

I’ve  covered  many  of  these 
attacks  in  the  tradition  —  un- 
knovm  to  these  marauders  —  of 
destruction  of  abolitionist  newspapers  be¬ 
fore  the  Civil  War,  including  the  murder  of 
Elijah  Parish  Lovejoy,  editor  of  \!s\e  Alton 
(Ill.)  Observer.  Twice,  at  prestigious  Cornell 
University,  many  copies  of  the  conservative 
Cornell  Review  were  stolen  —  first  because 
of  a  parody  of  Ebonics  (Black  English)  and 
later  in  indignant  response  to  a  syndicated 
pro-life  editorial  cartoon. 

Cornell’s  dean  of  students  initially  told 
me  that  the  first  theft  never  happened,  but  I 
told  him  I  had  a  photograph  of  a  group  of 
vigilantes  standing  beside  a  bonfire  fueled 
by  the  Cornell  Review.  Standing  alongside 
them  was  this  veiy  dean  of  students.  He 
didn’t  appear  to  be  restraining  them.  And  a 


spokeswoman  for  the  university  insisted 
that  the  pillaging  was  simply  “a  form  of 
free  expression.” 

When  I  was  invited  by  Cornell’s 

American  studies  department 
to  speak  there  on  —  of  all  sub¬ 
jects  —  the  First  Amendment,  I 
asked,  at  a  faculty  luncheon, 
why  the  professors,  including 
First  Amendment  scholars  at 
Cornell’s  law  school,  had  been 
silent.  There  was  more  silence, 
except  from  a  blustering  public- 
relations  administrator.  As  I 
was  leaving,  a  dean  took  me 
aside  and  said  softly,  “I’m  glad 
you  said  that  —  because  I  can’t.” 

With  few  exceptions,  faculty  members 
and  administrators  at  colleges  —  where 
these  acts  of  theft  and  arson  have  been 
committed  by  future  professors,  legislators, 
and  journalists  —  have  kept  their  peace  for 
fear  of  being  called  racist  or  antediluvian. 
When  I  once  asked  a  Brown  University 
:  professor,  whose  writings  I  admired,  why 
i  he  hadn’t  spoken  out,  he  said  curtly,  “I  keep 
i  my  classroom  a  place  of  free  inquiry.” 
i  Also  neglected  in  news  reports  of  the 
fierce  responses  to  the  Horowitz  ad  was 
that  there  are  many  college  and  high- 
school  editors  of  student  newspapers  who 
I  exemplify  what  U.S.  Supreme  Court  Justice 


j  William  J.  Brennan  Jr.  told  me  he  hoped 
i  would  happen  among  students,  from 
i  elementary  schools  all  the  way  up.  These 
student  editors  —  battling  censors  in  the 
administration  as  well  as  other  students  — 
have,  in  Brennan’s  words,  “taken  the  words 
of  the  First  Amendment  off  the  page  and 
into  their  lives.” 

Indeed,  in  speaking  at  high  schools  and 
colleges,  I  almost  invariably  find  that  nearly 
the  only  students  knowledgeable  about  the 
First  Amendment  are  reporters  and  editors 
i  of  student  papers  because  they  are  on  the 
j  front  lines.  And  they’ve  asked  me  why  the 
professional  press  so  seldom  covers  their 
commitment  to  freedom  of  the  press.  Some 
grown-up  newspaper  editors  tell  me  that 
the  publisher  of  a  paper,  the  administration 
in  schools,  has  the  right  to  decide  what  can 
be  printed.  But,  in  public  schools  and  col¬ 
leges,  this  publisher  is  an  agent  of  the  state, 
and  the  First  Amendment  kicks  in. 

Providing  valuable  support  to  “Brennan’s 
Legions”  is  the  Student  Press  Law  Center, 
directed  by  Mark  Goodman,  who  should 
get  a  special  Pulitzer  citation. 

The  center  provides  free  legal  advice  to 
beleaguered  student  journalists  —  includ- 
j  ing  by  phone  when  immediately  needed  — 
j  and  its  SPEC  Report,  staffed  by  college  jour- 
I  nalists,  provides  news  of  relevant  court  cas¬ 
es  and  decisions  as  well  as  other  First 
Amendment  news  and  trends  on  campuses. 
There  is  also  “LegalAlert,”  a  monthly  e-mail 
j  update  on  what’s  happening  in  media  law. 
i  And  its  269-page  “Law  of  the  Student 
Press”  is  a  continually  useful  handbook. 

Among  financial  supporters  of  the  SPEC 
are  the  Chicago  TVibune  Foundation,  the 
Freedom  Forum,  the  John  S.  and  James  L. 
Knight  Foundation,  the  Philip  L.  Graham 
Fund,  and  the  Scripps  Howard  Foundation. 

With  more  funds,  the  SPEC  could  ex¬ 
pand  its  services  by  setting  up  a  24-hour 
hotline;  hold  more  conferences  and  work¬ 
shops  for  student  journalists  and  advisers; 
and  insure  that  any  student  who  needs  a 
lawyer  can  get  one,  pro  bono.  It  has  an 
attorney  referral  service,  but  the  SPEC’s 
small  staff  doesn’t  have  the  time  to  enlist 
as  many  lawyers,  especially  in  rural  areas, 
who  would  be  willing  to  sign  on. 

As  Justice  Anthony  M.  Kennedy  has 
said,  “The  Constitution  needs  renewal 
and  understanding  each  generation,  or 
else  it’s  not  going  to  last.”  11 
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Cost  Cutting^  System 

If  what  you  want  is  to  cut  costsi 
You  should  be  talking  to  Dynaric. 

Newspapers  with  daily  circulation  from  5,000  to  one  million  are 
choosing  Dynaric, Inc. strapping  equipment... 

Why  do  they  choose  Dynaric?  ■  Lowest  Overall  Cost  Per  Bundle  ■  Superior  Up-time  Equipment 
Performance  ■  Highest  machine  life  expectancy  ■  Foremost  in  after  sales  service  and  support  ■  Major 
commitment  to  the  newspaper  industry  through  ceaseless  dedication  to  improve  our  systems  through  research 
and  development  ■  Only  complete  Customer  Satisfaction  Program  in  the  industry. 

The  Dynaric  Facts  Are:  ■  The  first  N  P-1  strapper  sold  in  1982  is  still  in  operation  with  over  40  million 
cycles.  ■  Dynaric  has  the  highest  repeat  order  business  in  the  industry.  ■  Dynaric  equipment  has  the 
lowest  maintenance  cost.  ■  Dynaric  does  not  imitate  the  competition  but  instead  develops  new  and  innovative 
equipment.  ■  Dynaric  manufactures  the  highest  quality  strapping  material  for  today's  high  speed  packaging 
operations.  ■  Dynaric  has  the  largest  technical  and  service  organization  in  the 
newspaper  industry  ■  Dynaric  continues  replacing  more  competitive  equipment 
■■i . -  I  ■  •  than  the  rest  of  the  competition  combined. 


equipment. 


To  experience  the  Dynaric  advantage,  call  a 
representative  today  at  1-800-526-0827. 


Oynairic,  Inc. 


Glenpointe  Centre  West  ■  500  Frank  W.  Burr  Blvd.  ■  Teaneck,  NJ  07666 
800-526-0827  ■  201-692-7700  ■  Fax  201  -  692-7757  ■  E-mail  gd@dynaric.com  ■  www.dynaric.com 
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TODAY 


Mass-produce  a  hybrid 
system  that  reduces 
smog-forming  emissions 
by  up  to  90% 


TOMORROW 


The  other  10% 


TOYOTA 


•Based  on  measureTnents  of  hydrocarbons  and  oxides  of  nitrogen.  Compared  to  the  average  car.  02001 


In  1997,  Toyota  was  the  first  car  company 
in  the  world  to  mass-produce  a  hybrid 
vehicle.  By  combining  gasoline  and  electric 
power,  the  Prius  reduces  smog-forming 
emissions!  cuts  gas  consumption  in  half, 
and,  in  short,  has  revolutionized  the  way 
cars  affect  our  environment. 

Even  so,  we're  not  resting  on  our  laurels. 
The  Toyota  Hybrid  System  is  being  further 
refined,  to  make  it  cleaner  and  more 
efficient.  And  we're  continuing  to  search 
for  even  greener  forms  of  transportation. 

The  next  step?  A  hydrogen-powered  fuel 
cell  vehicle  whose  only  emission  is  pure 
water.  And  beyond  that,  who  knows.  But 
no  matter  what  fresh  alternatives  are 
discovered  in  the  future,  they  won't  be 
found  overnight.  They'll  be  the  result  of 
90%  perspiration.  And  10%  inspiration. 

www.toyota.com/tomorrow 


